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Albany - Tallahassee - Dothan - Panama City 


WITH EXCLUSIVE fig PROGRAMMING 


One buy, one bill, one clearance delivers four market areas with a com- 
bined population of 1,230,700 and 211,290 TV Homes! WALB-TV and 
WJHG-TV dominate this area! 


GRAY TELEVISION NETWORK #f \WALB-1V WJHG-TV 
Delivers 82,990 More TV Homes Ch. 10 Ch. 7 
Than The Nearest Competitor! Albany, . 
Raymond E. Carow, General Manager Ga. Fla. 


Represented nationally by Venard, Rintoul, McConnell, Inc. 
In the South by James S. Ayers Company 
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low important is the 284? 
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TA RSG 
Just as important as one’s 2nd shoe is 
Michigan’s 2nd TV market...that rich 
industrial outstate area made up of 
LANSING-FLINT-JACKSON and 20 
populous cities ...3,000,000 potential 
customers ...684,200 TV homes (ARB 


March '60)...served exclusively by 
WJIM-TV for 10 years. 


WJ) f M = ' VW Strategically tocated to exclusively serve LANSING... FLINT...JACKSON 


BASIC Covering the nation’s 37th market. Represented by Blair TV. WJIM Radio by MASLA 








UPPER PENINSULA 
IS EASILY AVAILABLE 


NOW 





The New $100,000,000 
BIG-MAC Bridge 


carries thousands to the U. P. daily! 





Paul Bunyan Television 
WPBN-TV WTOM-TV 


Traverse City Cheboygan 
One Rate Card 


Covers 25 Northern Michigan Counties 
INCLUDING a big chunk of the U. P. 
and parts of Canada 


Offering the Only Principal 
City Grade and Grade A 
coverage to Traverse City, 
Cheboygan, and much of Resort-Rich 
Northern Michigan 


Reach the MOST homes with P B N * 


7000 MORE Homes Reached Than Sta. 8B. 
(M-F, Noon-6 PM) 

1900 MORE Homes Reached Than Sta. B. 
(M-F, 6 PM-Mid.) 


2800 MORE Homes Reached Than Sta. 8 
(Sat. 6 PM-Mid.) 

1900 MORE Homes Reached Than Sta. 8 
(Sun. 6 PM-Mid.) 


*ARB (March, 1960) 
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Les Biedermon 
Pe General Monoger Ga 
| venatt Rintoul & McConnell 


Network Representative Elisabeth Beckjorden 
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Letter from the Publisher 


More on the Spectrum 


In the wake of the Publisher’s Letter on “A Look at the Spec- 
trum,” published in this space on April 17, we received an avalanche 
of letters. Many of these letters stated that by taking the position 
we did we were taking a stand against free enterprise. 

There are two basic points that those in favor of unbridled 
licensing seem to miss: 

1. The minute a tv or radio station operator throws the switch, 
he has immediate and direct communication with his audience. 
This phenomenon generated an almost unbelievable situation in 
radio. When the number of radio stations tripled right after World 
War II, many of them used every cheap trick in the bag to gain 
audiences and gain attention. Responsible radio-station operators 
were stunned to see their stations eroded by unsavory gizmo-type 
competition. It is a remarkable reflection of the vitality of radio 
that it survived, as these latter-day promoters tried hard to kill it. 
The fierce competition made of radio an electronic jungle. No one 
will claim that the program standards were elevated or that the 
public was better served. There is as much diversification in radio 
today as there is on the Atlantic City boardwalk. By licensing 
almost 4,000 radio stations the FCC depreciated engineering stand- 
ards as well as programming standards. The FCC, instead of look- 
ing after the public interest, provided an uproarious donnybrook 
for in-and-out entrepreneurs. The commission in the public interest 
should not make the same mistake twice. 

2. The broadcast business by its mechanics involves selectivity 
of applicants on the part of the commission. Assume that the FCC 
decides on an all-uhf system. There will still be a battle for chan- 
nels, especially in the populous eastern cities. This means that the 
commission has to choose between several applicants. It also means 
that every applicant who wishes and has the financial resources to 
build a station cannot just open up shop. This is the difference 
between television and other businesses. Since the commission must 
of necessity choose between applicants, it also follows that the com- 
mission must and should take other judgments into consideration 
in granting licenses—namely, economic factors. 

In an interview on Washington Conversation on May 14 over the 
CBS network FCC chairman Minow stated that, “Doing a good 
public-service job of programming is compatible, very compatible, 
and consistent with doing it profitably.” This emphasizes the basic 
premise that a television station must be a profitable enterprise to 
best serve the public. By sweeping reallocations the commission 
could very well turn a national resource into a national disaster. 
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ONE 
SHOT 
TAKES 
ALL 
THREE 


LANSING 
JACKSON 


\ 


A solid play in Michigan's Golden Triangle 
stakes you to a lively market—Lansing, 
Jackson and Battle Creek! WILX-TV cracks 
all three with a city-grade signal and scores 
big in a lush outstate area. 
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INDIANA ono 





Operating with a 1,008 foot tower 
at 316,000 watts. Let this one 
outlet give you all three markets. 


Represented by 


VENARD, RINTOUL & McCONNEL, INC. 
THE GOLDEN TRIANGLE STATION 
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“And they bought 
WSBT-TV schedules 


and lived happily ever after!’’ 


Advertising people learn early that WSBT-TV produces story 
book results in the South Bend market. The latest Nielsen Sur- 
vey* shows why: in this 3-station market WSBT-TV has an 
average of 41% share of sets in use, sign-on to sign-off . . . car- 
ries 36 of the areas 50 most popular shows! It’s accomplished with 
a full schedule of CBS programs and popular local shows. 

WSBT-TV also covers the rich market of northern Indiana and 
southern Michigan. This 15-county area has a population of 
915,000; buying income of $1.7 billion. And right in the midst of 
it is the South Bend Metro Area with a per household income of 
$7987 . . . highest in Indiana!** Get complete market and cover- 
age details from your Raymer man or this station. 


* Feb 20-March 19, 1961 * * S.M.’s 1961 Survey of Buying Power 


WSBT-TV 


SOUTH BEND, INDIANA 
Channel 22 


CBS 


TELEVISION 


NETWORK 





Paul H. Raymer, Inc., National Representative 
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“Man... 
that’s what I call 


news!’ 


4k \ 


@ CBS 
TELEVISION 
STATIONS 


A Division of Columbia 
Broadcasting System, Inc. 
Operating 

WCBS-TV New York 
KNXT Los Angeles 
WBBM-TV Chicago 
WCAU-TV Philadelphia 
KMOX-TVSt. Louis 

(all represented by 

CBS Television Spot Sales) 











A Look at the Spectrum 
. . . Once in a great while I see an 


editorial in one of our trade press 
which gives me a lift. I not only think 
your letter from the publisher (“A 
Look at the Spectrum,” Tv AGE, April 
17) is good but the approach is so 
sound that it should not rest just with 
your letter... . 

It continues to be disheartening to 
see the broadcasting industry excori- 
ated for its failure to approach cul- 
tural broadcasting in quality and 
quantity that no other system of 
broadcasting in this world performs 
and at the same time threatened with 
dilution that can only prevent mean- 
ingful funds for important broadcast- 
ing. Newsprint could not like it better. 

ELpon CAMPBELL 
Vice President and General Manager 
WFBM-TV /ndianapolis 





Helpful Issue 
. . . I found it (“Economics of 
Public Service,” Tv AGE, March 6) 
quite helpful in preparing a recent 
speech which I gave in Columbus, 

Ohio. 

FREDERICK W. Forp 
Commissioner 
Federal Communications Commission 


Washington, D. C. 


Touchy Assignment 
We very much appreciated the fact 
of the article on Lestoil (“A Look at 
2 Liquid,” tv ace, March 20) having 
been published. We believe it was a 
very touchy assignment in many 
ways, and I think it was handled 
beautifully and also quite fairly. 
Danie E. Hocan Jr. 


Standard International Corp. 
Andover, Mass. 


Refreshing 

I’ve been meaning to write of our 
appreciation for Max Wylie’s “What's 
Wrong With Our Critics?” article 
(tv AGE, March 20). It was refresh- 


ing. 

We made multilith copies of the 
article to use answering letters of 
criticism from viewers. 

Tom Cousins 
Promotion Director 
wcco-Tv Minneapolis 


Minow Limerick 

Here’s an alleged rhyme that has 
been haunting me ever since chair- 
man [Newton N.] Minow’s address 
to the NAB convention. Perhaps 
your readers would like to be haunted 


by it too: 

There was a young fellow named 
Minow, 

Who said as he looked out the win- 
dow, 


“A ‘vast wasteland’ I see, 
“But I run the FCC, 
“So I'll fix it, Pll blast it, by jingo!” 
NAME WITHHELD 


Ed. note: Or how about— 


There was a young fellow named Newton, 
Who said, “Let’s all end tv’s shootin’, 
“And if you don’t agree, 
“Then it’s my FCC 
“That’s gonna start shootin,’ dern tootin’!” 








WHIPL 


ey Rugged, 6’3”, 
Midwest-born 
Peter Graves 
(star of FURY, 
now in its 6th 





ASH 






starring 


PETER 












GRAVES 





year on NBC), plays Chris Cobb, 
the American who braved a new 
frontier to form Australia’s first 
stagecoach line... and became a 
woe legend! Filmed on location. 


citement...thrills of a still 






tamed land. 






































The following remarks, made by Congressman 
William H. Avery of Kansas, are excerpted from 
the Congressional Record, into which he introduced 
What’s Wrong With Our Critics?, an article by 
Max Wylie which appeared in this magazine March 
20: 


“Every knowledgeable person concedes that the 
broad guidelines set out in the Federal Communica- 
tions Commission Act of 1934 are in the public 
interest. Namely, that obscene language should not 
be broadcast, lotteries or games of chance not per- 
mitted, and that if broadcast facilities or time are 
made available to a political candidate the same 
consideration should also be made available to his 
opponent. Beyond this basic framework, the schedul- 
ing of daily and weekly programs has been histor- 
ically left to the licensee, and I have felt very strongly 


that the responsibility for this programing should 
remain with the licensee and not be controlled 
directly or indirectly by any Federal agency. This 
philosophy seemed to be generally accepted until 
recently. Since then there has been an increasing 
tendency on the part of the Federal Communications 
Commission to intervene into radio and television 


Television, Its Critics, Congress and the FCC 


programing. I do not believe this intervention by 
the Federal Communications Commission is a result 
of pressure or influence from the viewing public. 
Rather, I believe it is a result of pressure from 
special interest groups and from some influence by 
a few Members of Congress . . 

“With the New Frontier came an increasing influ- 
ence toward greater Federal control . . . This phi- 
losophy has been further evidenced in this instance 
through statements made by the new chairman of 
the Federal Communications Commission, the Hon- 
orable Newton N. Minow. . . . 

“I would like to call to the attention of the Mem- 
bers of the House an article by Max Wylie which 
appeared in a recent issue of TELEVISION AGE. | 
hope every Member who is concerned over the 
control of programming for broadcasts will read 
the comment by Mr. Wylie. Although I am not 
in complete agreement with every position and 
statement contained in the article, I think he per- 
suasively points out the absurdity of attempting to 
define what is in good taste, what is in the public 
interest, and what objectives should be established 
by any agency, committee or administrator at- 
tempting such regulation.” 
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Mike Mercury and a large cast 
plus the amazing SUPERCAR: jets 

through the sky . . . skims the 
ocean’s surface . . . and dives below! 
A flexible programming opportunity! 
















For the first time on television . . . a revolutionary 
electronic process, ‘‘Super Marionation”’...a = ——— 
Space Age saga totally new in concept and ; NYY) Lob 
wonderfully imaginative. : 





Leading the world 
in television program sales 


INDEPENDENT TELEVISION CORPORATION 


j 488 Madison Avenue * New York 22, N.Y. * PLaza 5-2100 
17 Gt. Cumberland Place * London W| * Ambassador 8040 
100 University Avenue * Toronto |, Ontario * EMpire 2-1166 





Mexico City » Paris + Rome + Rio de Janeiro + Sydney + and offices in principal cities in 45 countries around the world 
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Less-Than-Spectacular Specials 

Illustrating the decline in interest in “specials,” (see 
page 27, this issue), a special Nielsen compilation showed 
these average-audience rating drops, October 1960 vs. 
October 1959: all evening specials, down from 19.7 to 
17.1; 60-minute shows, down from 18.3 to 16.0; 90- 
minute shows, down from 20.4 to 17.7; general drama 
programs, down from 17.6 to 13.0; programs after 9 
p-m., down from 20.6 to 16.7. Evening ratings for all 
programs in the months studied were down from 16.6 
in 1959 to 15.7 in 1960, but the specials showed more 


significant decreases in nearly every category. 


New UA Package 

United Artists is preparing television release of a new 
package of feature films through its distributor, UAA. 
There will be 35 films in what is described as an “ex- 
ceptionally strong selection.” Announcement is being 
withheld until titles are firm. 


Commuter News May Travel 

wecss-tv New York’s morning news show, which re- 
peats itself every 20 minutes from 7 to 8 a.m., has proven 
so successful (with recent ratings beating all other com- 
petition in New York) that there is some talk about ex- 
tending it to the CBS Chicago o&, wseBM-tv. But the 
programy will not go to other o&o’s, since the program 
is tailored to commuting habits of New Yorkers. 


Lower Income Groups Like News Shows 

The lower the educational and income level, the higher 
the appreciation of television news programs, according 
to a special qualitative audience analysis which will be 
published in this magazine shortly. This reversal of what 
might be expected does not follow in public-affairs pro- 
gramming. The higher-income and educational groups 
have a greater regard for this programming than the 
lower groups. 


Goldwyn Features Past Prime? 

Sam Goldwyn is making another stab at selling his 
package of 50 pre- and post-48s. Although the package 
includes some dandies such as Pride of the Yankees, the 
trade is cynical, and most distributors say Mr. Goldwyn 
missed his chanee’ two years ago. Moreover, some of the 
conditions he sets for use of the films—such as no cuts— 
cannot be met by most stations. A network sale at present 
appears remote. 


Flav-R Straws Returning? 

Jere Bayard, head of Jere Bayard Advertising, Inc., 
Los Angeles, and president of Flav-R Straws of the West, 
Inc., recently announced a move that could be highly 
significant to eastern spot. Once an important advertiser 
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in juvenile programs, Flav-R Straws ran into economic 
difficulties and nearly faded into extinction. Mr. Bayard, 
who took over west-coast operations of the company, 
revived the product via spot and now plans to handle the 
eastern territory similarly. He's moving his agency to 
New York this month to handle advertising. 


Foreign-Feature ‘Tempest’ 

Reported “self-censorship” of Flamingo Films and 
other distributors of foreign feature-film product is a 
tempest in a teacup when you get down really to looking 
at the films imported. Censorship actually comes in at 
time of purchase. Flamingo doesn’t buy anything it sus- 
pects might create an incident that would scare stations 
or reflect on the imports generally. 


CBS Stations Go International 

The five CBS-owned tv stations, currently engaged in 
a public-service program exchange among themselves, 
are going international. Starting next month, the outlets 
will be involved in an international program exchange 
with such countries as Canada, England, Australia and 
Italy. Each of the stations will program an unspecified 
number of “international hours” from those countries 
weekly over the next several months. The American 
Musical Theatre, half-hour program produced by wcBs-TV 
New York, is being offered in exchange. 


Nipponese Would Nip Over Minow 

If FCC chief Newton N. Minow’s edict (“we cannot 
permit television in its present form to be our voice 
overseas”) is put into effect, there will be literally mil- 
lions of unhappy Japanese. According to the latest rating 
reports, the top-rated program in Japan is NBC-TV’s 
Laramie. 


Business Machines Move to Medium 

Although video might be considered highly wasteful 
to locate prospects for office machines costing $100 and 
up, agency spokesmen for Thermofax and Verifax copy- 
ing units report excellent results from current promo- 
tions. Thermofax, made by Minnesota Mining & Manu- 
facturing Co., and Verifax, an Eastman-Kodak product, 
have had network exposure, but the former moved into 
spot last year with local-market buys into documentaries, 
Open End and business-news programs. Verifax just 
started a spot drive in New York adjacent to The Jack 
Paar Show. “For the money,” one account executive 
said, “you can make a bigger splash in tv than in news- 
papers.” Another's comment: “it’s a great shot in the 
arm for dealers, and has broken the ice with many cus- 
tomers who have never seen the machines in operation.” 
Both companies furnished films to dealers who are pur- 


chasing their own local time. 
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ONLY WLOS-TV HAS 
THE CAROLINA TRIAD 
COVERED! 





THE CAROLINA TRIAD . . . a two-billion-dollar mar- 


ket . . . stretches across 82 counties in 6 states! 


ONLY WLOS-TV covers the Carolina Triad with 
unduplicated network signal from the South’s high- 
est tower... delivers 458,820 TV homes—25.8% 
more than Station Y, 31.4% more than Station Z.* 





*NCS #3 updated Jan. '60 


WLOS-TV CAROLINA TRIAD 
MARKET FACTS 












- PIDs 50 cc cvccensncscees 3,125,500 

v Households.................. 792,800 
ee 060Clté« nang proseesennensese Total Retail Sales...... $2,798,670,000 
e Food Sales ............. 687,495,000 

eas Automotive Sales...... 529,734,000 
i 4. eee 100,912,000 

— m Gas Stations ........... 248,897,000 


easeunes® 


. WLOS -1V @ . 


Serving 
GREENVILLE — ASHEVILLE — SPARTANBURG 


A Wometco Enterprises, inc., Station 


THE CAROLINA TRIAD 
6 States + 82 Counties 
Represented by Peters, Griffin, Woodward, Inc. 


Southeastern Representative: James S. Ayers Co. 
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A MARKET WITH MONEY IN IT 
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WIBW-TV IS 
Television in that market. 


The WIBW-TV signal—the only signal that 
really reaches over 323,400 TV homes* 
—talks to a market with over 1% billion 
dollars to spend each year. A 
market that is unique for its closely 
related agricultural-industrial complex, an 
economy that assures steady year-round spending 
. .. by people with real money to spend. These people look 
to WIBW-TV for the best in news and entertainment, 
because WIBW-TV with its single-station impact gives them 
the best of CBS-NBC-ABC all day. 


*Source: ARB March, 1961 
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As expected, both local and network billings showed good gains in March, 





Local 


chalking up the biggest 
jump over February 
totals in the seven 
years of Business Ba- 
rometer records and top- 
ping the average 14.5- 
per-cent increase for 
the month by 8.4 per 
cent. 


business was up 22.9 per 





cent over the February 
figures, 6.2 per cent 
greater than the pre- 
vious third-month peak 
of 16.7 per cent regis- 
tered in 1959. The climb 
was a sharp reversal of 
the downward course which 
local had followed since 
last December. 





Despite the strong gain over 





February, local was up 
only 2.2 per cent over 
March 1960, compared 
with an 11.4-per-cent 
rise in that month over 
March 1959 and an almost 
identical increase of 
11.7 per cent for 1959 
over 1958. 








The February-to-March gain in 





network totals was 7.8 
per cent, a shade under 
the 8.5-per-cent average 
established over the 
past seven years. The 
increase for this divi- 
sion of tv business over 
March 1960 was 6.2 per 
cent. 





Previous network advances in 











March were 5.0 per cent 
in 1960, 9.8 per cent in 
1959, 9.0 per cent in 
1958, 7.5 per cent in 
1957, 9.0 per cent in 





Mar 








1 month-to-month and year-to-year comparison 
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{ month-to-month and year-to-year comparison 
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LOCAL BUSINESS 


July 
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Sep 
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1956, 6.7 per cent in 1955 and 12.9 per cent in 1954. 


Nov 


Dec 


Business barometer 


former 
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(A copyrighted feature of TELEVISION AGE, Business Barometer is based on a cross-section of stations in all income and geographical categories. Informa- 
tion is tabulated by Dun & Bradstreet.) 
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It took time and money to cover outer space ....page 18 


With electronic news, where is newsfilm? ______. page 22 
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Accentuate the Positive 

Consider the case of the money, 
manpower, equipment and anxiety 
expended earlier this month on the 
combined tv coverage of the Project 
Mercury man-in-space and a flight 
that lasted just 16 minutes. 

As predicted with uncanny ac- 
curacy in these pages a while back 
(In Camera, Tv ace, April 17), the 
American did indeed 
“come down in the same pool of tele- 
vision coverage from which he took 
off.” But the historical event proved 
to be more of a newsman’s fantasy 
than predicted even on these pages. 
The whole affair was, in fact, frus- 
trating, despite the very pleasant 
climax (see pages 34-37). 

As most everyone knows, elaborate 


spaceman 


arrangements were made between the 
networks calling for construction of 
special mobile units, joint camera 
usage and manpower pools. But from 
the outset the operation was hobbled 
by a somewhat ambivalent attitude 
on the part of the National Aero- 
nautics and Space Administration. 
NASA wanted publicity for the man- 
shoot, but was leery lest the operation 
fail, in which case the tv publicity 
would become a reflecting pool for 
national disaster. 

To obviate this possibility as much 
as was possible, NASA prescribed 
that no advance word of the launch- 
ing could be given until immediately 
before the bird took off. Therefore, 
relatively few televiewers were tuned 
in on the adventure. 

Moreover, no date was set for the 
launch other than the statement that 
it would take place no earlier than 
April 25 and no later than May 2— 
barring any unforeseen circumstance. 
(This publication, as it went to press 
for the April 17th issue, correctly 
called the shot for Tuesday, May 2.) 

On April 25, when NASA tried 
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unsuccessfully to orbit a Mercury 
capsule with an Atlas rocket, a major 
part of the tv equipment and some 
personnel were on hand to record it. 
Although the capsule was recovered 
in good condition despite the de- 
struct, there was some concern 
whether investigation might disclose 
damage that would delay the actual 
manned shot. “For the next eight 
hours,” according to one report, “2 
was standard operating procedure for 
all television production people to 
buttonhole all NASA people at every 
opportunity.” Though not much 
definite was learned in this fashion, 
it was decided to go ahead and call 
down the rest of the tv pool members. 

The new arrivals found the follow- 
ing laager of equipment at the news 
site: the NBC television trailer, the 
CBS News television trailer, the ABC 
trailer, the Mutual trailer, the CBS 
radio trailer, the Voice of America 
trailer and many others. A special 
bleacher had also been constructed 
for the press, and there were nearly 
75 telephones and three outhouses. 

Most of the newsmen were housed 
in a motel at Cocoa Beach. Since this 
was the most pleasant place to stay, 
NASA had also arranged for the as- 
tronauts and their families to stay 
there. This might seem a cozy ar- 
rangement for informal coverage, but 
it proved the contrary. For NASA 
calmly declared the astronauts to be 
out-of-bounds to the 350-odd news- 
men. Photographers could not take 
their pictures; reporters could not 
talk to them. 

One incident vouched for in this 
respect concerned CBS’ Walter Cron- 
kite, who filmed a spot on the motel 
balcony overlooking the motel swim- 
ming pool, where the astronauts were 
reported to swim occasionally. NASA 
called him to task, asking if he were 
trying to “sneak” shots of the as- 






THE WAY IT HAPPENED Newsfront 








tronauts (who did, in fact, happen 
to be sunning themselves near the 
pool at the time). What Mr. Cronkite 
said in reply has not been recorded. 

Among other frustrations was a 
restriction requiring that all newsmen 
be escorted wherever they went on 
the base. Since there were not enough 
“escorts” to go around, ridiculous 
delays were encountered. 

On top of 
stacles, the postponement of the May 


these manmade ob- 
2 flight due to weather was a keenly 
felt disappointment to most of the tv 
personnel on the Cape. One of the 
men who felt it worst was Richard 
Bate of CBS News, who hung around 
the hangar “S” door waiting for the 
astronaut to come out until early in 
the morning. Astronaut Shepard 
later reported in his copyright story 
for Life that he had stood just behind 
the same door until the last-minute 
decision to abandon the launch that 
day. It must remain forever prob- 
lematical which man was more let 
down. 


The subsequent delay to May 5 cost 
the tv industry roughly $15,000 a 
day, according to a conservative esti- 

(Continued on page 22) 
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WTV~ is the first television station ever 
to win all three awards in one year! 


WTVJ and its News Department are 
honored to receive these highly respected 
awards. And according to the ratings, rec- 
ognition is not restricted to the industry ; 
the people of South Florida also appre- 
ciate WTVJ’s news reporting efforts. 
Sign-on to sign-off, Monday through Fri- 
day, the area’s highest-rated* program — 
network or local—is “‘Renick Reporting”’, 
the 6:30 p.m. newscast. In news reporting 
as well as audience measurement, “‘only 
the sunshine covers South Florida better 
than WTVJ!”’ “Ars Jan.-Feb., 1961 


REPRESENTED NATIONALLY BY PETERS, GRIFFIN, WOODWARD, INC. 


1. SIGMA DELTA CHI AWARD ‘‘for distinguished service in 


journalism — television reporting’’ 


2. NATIONAL PRESS PHOTOGRAPHERS ASSOCIATION, 


UNIVERSITY OF MISSOURI SCHOOL OF JOURNALISM, 
and THE ENCYCLOPAEDIA BRITANNICA AWARD 
as ‘‘Newsfilm station of the year’’ 


3. NATIONAL HEADLINERS CLUB AWARD ‘‘for consistently 


outstanding coverage of local news events’’ 


WTVJ 


South Florida’s Largest Daily Circulation Medium 


A Wometco Enterprises, Inc. Station 


















The grass is greener...the sky is bluer...and everything’s coming 
up roses on NBC Television’s big Fall schedule...the most colorful 
entertainment schedule ever. With almost 36 hours of color per 














week (ineluding 10; in 
making the dramatie shift to NBC Color...it might not bea 


bad idea for you this Falt...it you'd like to see more green. 
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mate by Bob Wussler, CBS News 
production coordinator. Over-all costs 
of the combined tv coverage were 
later estimated at a little more than 
$600,000, making it the most expen- 
sive single remote in the history of 
the industry. And yet the industry 
had not been able to publicize the 
event until an hour or so before it 
happened. 

An even greater paradox emerged 
in the wake of the successful flight. 
Publicity for the achievement was 
keyed to one theme: the U. S. had 
taken its chances in the full glare of 
world publicity. 


Electronic News 

CBS-TV’s offer to its affiliates of 
syndicated newsfilm off network news- 
casts, so-called “electronic syndica- 
tion,” following NBC-TV’s similar 
offer, poses a threat to the indepen- 
had as 


clients many of the networks’ affii- 


dent news services which 


ates. 

The local stations subscribing to 
the electronic services will have the 
advantage of immediately receiving 
the tapes of the networks’ regularly 
scheduled telecasts which they can 
excerpt for their own programs. Ma- 
terial from a 5 p.m. network show, 
for instance, could be transmitted to 
the affiliates in time for editing for 
the 6 p.m. local show. 

What happens to the independent 
service which can’t hope to compete 
in either time or money (the CBS 
service will cost a minimum of $60 
a week) with the system? 

Casey Davidson, assignment editor 
at Telenews, did not find the picture 
totally black. “Of course we will lose 
our business with the CBS and NBC 
affiliates which have been our clients,” 
he admitted, “but there may be other 
ways to compete with them.” 

Mr. Davidson brought up the pos- 
sibility of Telenews furnishing the 
affiliates with finished news packages 
for possible use in documentaries or 
shows using other than strictly hard 
news. “This emphasis on news and 
public-affairs programs going on now 
makes the stations hungry for more 
news than even the networks could 
give them,” he stated. 
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ABC is still open, however, and Mr. 
Davidson said definitely that Tele- 
news would be “furnishing more ABC 
afhliates with film than ever before.” 
The independent stations, too, would 
be outlets for the Telenews service, 
and consequently would subscribe to 
more newsfilm than before because 
of the current concentration on news 
programming. 

In general, Mr. Davidson seemed 
to feel that the future of Telenews 
rests in its ability to provide the 
“lighter side” of the news to all sta- 
tions, as well as to provide the ABC 
affiliates and independent stations 
with continuing service on firsthand 
news. 

Officially there was no comment 
from UPI, which also stands to lose 
some business to the networks’ elec- 
tronic news syndication. The unofli- 
cial consensus is that it is no threat. 
A spokesman who asked not to be 





News For Moppets 

A special daily news program 
prepared and designed for chil- 
dren will be instituted by the 
Taft Broadcasting Co. televi- 
sion stations. The program will 
be a local live news segment 
presented in the context of the 
stations’ existing children’s pro- 
gramming and scheduled ap- 
propriately at the discretion of 
each station. 

Plans for the program, known 
as Young People’s World, in- 
clude using as far as possible 
the present successful children’s 
personalities as “newscasters.” 
The show will also rely heavily 
on visual aids to explain signifi- 
cant events in the day’s news to 
the juvenile audience, always 
keeping terminology and tech- 
niques as simple as possible. 

Opportunities for educational 
contributions through audience 
participation and programs tied 
in with elementary schools will 
be explored in the new plan. 
The news program is called a 
FCC chairman 


Newton N. Minow’s challenge 


response to 


to tv stations to increase their 
creativity. 














named said, “We can’t comment on 
our rivals, but we can compete with 
anyone in anything you want to 
mention.” 


All-Knowing Nielsen 

What's the depth, height and 
breadth of television today? In “Tele- 
vision “61,” a new brochure from 
A. C. Nielsen Co., the research or- 
ganization charts out the latest figures 
it uses in developing broadcast sta- 
tistics. 

For example: January °61 found 
the nation with 46.9 million tv homes 
and 509 operating commercial sta- 
tions—with another 91. stations out- 
side the continental U. S. providing 
programming to some of those homes. 

For example: viewing in January- 
February 1961 was 49 per cent great- 
er than in July-August 1960—in- 
dicating that if there’s not a summer 
slump, there certainly is a winter 
spurt. 

For example in the course of a 
measured week, 94.6 per cent of U. S. 
tv homes used their sets at some time 
during the evening hours, and 83.9 
per cent of all tv homes viewed 
weekday afternoon programs. The 
nighttime average per home was al- 
most 25 hours of viewing per week; 
the afternoon average per home was 
101% hours. 

For example: families in the mid- 
dle socio-economic bracket tend to be 
above average in hours of tv viewing 
per week. The higher-educated, high- 
er-income families spend fewer hours 
at the set—but not much fewer. 

For example: politically speaking, 
the Democratic convention was 
viewed in more total U. S. tv homes 
than the Republican get-together; the 
first Great Debate had the largest 
audience, followed by the third, sec- 
ond and fourth in that order, and 
91.8 per cent of all tv homes watched 
at least part of the election-night 
coverage. 

As the seventh annual edition of 
such reports to the industry, “Tele- 
vision 61” should be—as the Nielsen 
Co. trusts—of useful service. Inci- 
dently, the booklet provides a run- 
down on rating techniques and the 
values of properly using a reputable 


and reliable concern. 
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JACKSONVILLE 
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SEVEN YEARS’ BAD fA: A split sec happen...seven years to clean up. No 
matter how Serious the accident, atter how obi blame— in Chicago, it takes seven long 
years, on the average, for a tral™e accident case to be resolved in the courts. WBBM-TV found 
situation alarming...and brog@ght its case for refon to %mmediate public attention, via a rec 
documented editorial, broadcast in prime evening haus. The result was the kind of hard-hitting, 
responsible local programming Chicagoans ha /e com to expect from CBS Owned WBBM-TV. 
People who value their time find more worth Watehimg on WBBM-TV. Which is why time is so 
valuable on Television 2, Chicago’s top-rated tati consecutive Nielsens. WBBM-T 
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(The following column, a new feature of TELEVISION 
AGE, is to be devoted to aspects of television program- 
ming. It is written by a well-known individual with 
years of experience in all phases of television writing 
and production who is now a top executive with one 
of the foremost New York advertizing agencies.) 


The Wasteland Revisited 


CC chairman Newton N. Minow, in loud voice and 

dark business suit, said a mouthful to America’s 
broadcasters. And they won't forget it. They all sat 
nervously still, as if nibbling BB’s. 

In terms of social insight, humane purposes and 
public responsibility, commissioner Minow (he’s one 
of seven) may unwittingly stimulate the very leader- 
ship the industry has never been able to find for itself, 
to its own or the public’s satisfaction. Or, once found, 
to hang on to. While exhibiting its thousands of faces 
in any single 24 hours, is itself almost faceless. 

At the same time, one must suppose that given a 
year in office, some of the commissioner's hopes and 
pronouncements will go through a process of consider- 
able alteration. - 

Most advertisers would welcome the existence of six 
networks. They are getting knocked around pretty 
hard on three. Most advertisers would used improved 
rating systems if they existed. Neither Madison Avenue 
nor the networks are satisfied with the instruments of 
measurement. They are merely the best we have. None- 
theless, they are the best, and that is why they are used. 

In this matter of ratings, the commissioner disallows 
any correlation (in the realm of children’s programs) 
between what is popular and what is ideal. He in- 
formed his audience that if other forces (parents, 
teachers, ministers) were activated by popularity 
ratings, children would get nothing but ice cream and 
vacations. 

To broadcasters this is true, but it is also familiar. 
To broadcasters it is regrettable that the commissioner 
took no account of the difference: compulsion. The 
teacher has something television does not have—a 
stick. And so does dad. 

But it is in the more precise area of programming 
—now that the speech has had a few weeks to soak in 
—that broadcasters feel themselves beached, and with- 
out any fresh water in sight. It is not stated what the 
new “better” shows are to be, or ought to be. No new 
major fields were opened up, no new subjects un- 
covered, 

Along with Mr. Minow’s excellent and constructive 
suggestion that we “forget the past” (payola and quiz 
scandals), broadcasters at all levels would have been 
responsive to and excited by anything that specifically 
pointed to new areas of search, new lodes of potential 
material for new and better programs. 






Viewpoints 


His speecki, which rang with honest substance, lively 
hope and fair comment, did not, however, provide any 
answers. Someone is going to have to get tough, cer- 
tainly get specific, before today’s, and tonight's, pro- 
gramming is appreciably changed. It is not enough to 
say that things should be better. And if it is true that 
“broadcasting cannot continue to live by the num- 
bers”—(this was perhaps the most revealing and un- 
settling of all the commissioner’s remarks)—then 
broadcasting surely deserves help in being shown ho 
it can live without the numbers. 

Where is the new excellence to come from? Who is 
to finance and produce the new shows? Who is goin 
to say it’s better, if it is better? How is this hoped-for 
improvement to be measured? Who is going to be 
satisfied that progress is being made? If broadcasters 
are slaves to ratings, is the improved programming to 
be measured by a falling off of audience? Is there 
anyone who will name the shows that should be thrown 
off the air? Is there anyone who will describe the 
shows that should replace these? 

Could Governor Collins, for example—a superior 
and serious man in every way—describe in sufficient 
detail so as to be useful to a producer, what would 
constitute “blue-ribbon programming”? If he could do 
that, it would have value to the people now trying to 
put these materials together. 

The gains and goals the new commissioner hopes for 
—and they are all legitimate—seem to lie more in the 
field of general improvement: dropping the shabby, 
giving the kids a better break, extending television’s 
power to educate, and producing better dramas. 

If things are to be better in television programming, 
something more than talking and recommending must 





do it. Plans have to be set out and set in motion. 
There is greed in television. There is crudity. And 
there are some mouldy characters putting mouldy 


shows together and selling them for low purposes. At 
the same time, most broadcasters would disagree with 
the commissioner when he says: “We cannot permit 
television in its present form to be our voice overseas.” 
Why not? It is the way we are. Maybe that is wrong. 


If so, then the improvement should first take place in 


the people.—GBR. 
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valuable meaning for you, our advertisers. It is an assurance of specific higher standards 


of programming and commercial practices. wprx is the only independent with the Seal. 


Where are your 60-second commercials tonight? 


NEW YOR K’S PRESTIGE INDEPENDENT 
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Specials 
become 
special 


799_99 


he Television Time Capsule: America has 
less than 25 million receivers; Life of 
Riley, Our Miss Brooks, Dear Phoebe and The 
Vise are on—or about to premiere on—the net- 
works; CBS, as well as NBC, is strongly pro- 
moting color, and an era is about to begin. 

Seven years later—in 1961—the era is about 
to end. 

It’s a matter of conjecture whether or not 
man was able before in history to recognize the 
birth and death of a memorable period. Was 
the Roman man-on-the-street aware that the Em- 
pire was slipping in prestige? Did Bacon know 
he was helping the Renaissance along? Did the 


Networks reduce number 
next season to make shows 
more spectacular, 


and less speculative 


Neolithic caveman awake one morning and 
grunt to his wife that the Stone Age was over 
and they were now living in the Age of Copper? 

No. 

Still, TELEVISION AGE, along with countless 
broadcasting and advertising leaders, underlings 
and viewers, can flatly state the end of an epoch 
is in sight. The coming season marks the finish 
of the “less than special ‘special’,” the enter- 
tainment program thrown together around a 
“big name” star, and the lavish, expensive, 
colorcast soap opera. In short, the “special” 
type of program is reverting to where and what 


it was in 1953 and 54. 





Ethan Frome highlighted Du Pont series 











“Don’t get the idea that specials 
are dead,” said Jack Otter, director 
of special program sales at NBC-TV. 
“I’m not looking for another job. 
As far as advertisers are concerned, 
the demand for the programs is just 
as strong as it was last year.” And, 
as if on cue, he picked up his phone 
to turn down a long-distance request 
for a time period. 


Requests Denied 


Hanging up, he continued: “You 
couldn’t have come at a better time. 


That was the kind of inquiry we get 


constantly. A company is having a 
50th anniversary or introducing a 
new product, and they want a spe- 
cial; they’ve got the agency all set 
to package 60 minutes of variety 
around a singer or comic. All they 
need from us is an hour of prime 
time. Well, they’re not getting it.” 
The attitude at NBC-TV, echoed 
to large degree by CBS-TV and 
ABC-TV, is derived from a variety of 
elements. On the surface it appears 
further evidence of the determina- 
tion of the networks to “control” 


Peter Pan merited three showings 


their own programming, and _indi- 
cates the broadcasters are playing 
from a pat hand. Going deeper, how- 
ever, one uncovers traces of affiliate 
unrest, sponsor dissatisfaction and 
network brooding over its Franken- 
stein-like monster. 

“I never thought,” Max Liebman 
mused in a leisurely phone conversa- 
tion, “that the special would ever 
become so popular. When we started, 
it didn’t seem possible that the net- 
works would have time for a great 
many of them, or that many adver- 
tisers could afford them in quantity.” 

Mr. Liebman, 


under the aegis of Sylvester (Pat) 


who — working 


Weaver, former president and board 
NBC—produced, di- 
rected and wrote the first of that 
network’s series of regularly sched- 


chairman at 


uled specials, takes us back to that 
point in history. The year was 1954, 
the month September, the date the 
12th and the night Sunday. The pro- 
gram title: Satins and Spurs. 
Before delving into the first “spec- 
tacular” (as NBC was then calling 
them), it’s necessary to take note of 


an ancestor, the Ford Motor Co. 50th 
anniversary program that filled two 
hours on Monday night, June 15, 
1953, simultaneously on NBC-TV 
and CBS-TV. 


‘An Epochal Evening’ 


A “special” in every sense of the 
word (it wasn’t part of a regular 
series, was produced specifically for 
television by Leland Hayward at a 
cost of $500,000 and starred Jerome 
Robbins’ staging, Edward R. Mur- 
Anderson and _ the 
Mary Martin- 
Ethel Merman duet), the program 


row, Marian 
vividly memorable 
was called by one critic—at a time 
when the New York Times was still 
running its tv-radio commentary on 
the last of its sports pages—‘one of 
the epochal evenings in the entertain- 
ment world.” It elicited a further 
comment: “Seldom has there been 
such glorious tv.” 

Obviously inspired by critical 
praise from all sides, ecstatic ad- 
vertisers, national magazine spreads 
and the rest, both the major net- 
works began laying plans for the '54 
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Julie Andrews was Cinderella for CBS-T] 


Bob Hope (above) is an old hand at specials, Danny Kaye (below) a newcomer 


Hallmark has stature 








season. If this kind of program could 
get this kind of reaction once in the 
middle of June, the same kind of 
program could get the same kind of 
reaction regularly from September 
through May. 

And, by 1954, there was color. 

NBC unstintingly decided it would 
do the impossible, meaning that 
whatever CBS attempted, it would 
double. To Max Liebman, accus- 
tomed to getting the 90-minute Show 
of Shows on every Saturday night, 
fell the task of assembling a 90- 


‘ 


minute “spectacular” every fourth 
Sunday—and every fourth Saturday 
as well. On an alternating arrange- 
ment, one program would appear 
every other week-end. 

Over at CBS, a colorcast “extrava- 
ganza” series of hour-and-a-half dra- 
matic programs was scheduled to run 
once a month at mid-week. Entitled 
Best of Broadway, the program’s con- 
cept was to present theatrical hits 
with all-star casts. NBC’s counter was 
Producer's Showcase, a monthly 
Monday-night drama series to be 


Leland Hayward. but 


helmed by 


taken over at the last minute by Fred 
Coe. 

To meet the NBC musical-variety 
week-ends, CBS 


Chrysler's Shower of Stars as a 


series on slated 


monthly substitute for the motor 


Bing—plus his sons 


firm’s Climax series. Meanwhile, 
back at 30 Rockefeller Plaza, Hall- 
mark Cards, Inc., was signing for 
repeat showings of Maurice Evans’ 
Hamlet and Macbeth, the success of 
which, along with Amahl and the 
Night Visitors, was to turn the adver- 
tiser from a weekly-series sponsor to 
sole reliance on specials the following 


season. 
Follow-up Letdowns 


To say the majority of the 75-odd 
specials during the °54-°55 season met 
the reception given the Ford anni- 
versary program would be slightly 
erroneous. Truthfully, to say any of 
Ford 
show’s acclaim would belie the facts. 
Tv Guide, which had written before 
the Satins and Spurs premiere, “This 


the programs equaled the 


Sunday television enters a new era 
. with an entirely new concept of 
The Hit Show,” 


headline after the 90-minute pro- 


had a summary 


gram introduced Betty Hutton to a 
breathless video audience in a $250- 
300,000 “Why Betty 
Hutton Flopped on Tv,” read the lead 


production. 


on the follow-up article. 

Not all of the “spectaculars” and 
“extravaganzas” met a similar fate 
in the networks’ attempts “to inject 
suspense and excitement in the sea- 


son, and keep the medium from 


ast 
ain 
Mim 


works for ABC-TV in network's rare special 


falling into the same-thing-every- 
week doldrums of radio,” as one 
writer put it. Following Betty Hutton, 
Ann Sothern’s Lady in the Dark was 
well received, and throughout the 
season a combination of new names, 
new productions and sheer novelty 
kept viewer interest high. 

The mightiest entertainment spe- 
cial of the year (and possibly for all 
time) was the four-network Diamond 
Jubilee of Light, sponsored on 325 
stations by the electrical industries. 
With a cast including Judith Ander- 
son, Kim Novak, Eddie Fisher and 
others, the program is perhaps best 
remembered today as the vehicle 
which helped George Gobel spring 
to stardom, and should gain stature 
as perhaps the last of multi-network 
programs (excepting events of na- 
tional importance). 

“T doubt,” said a CBS executive, 
“if we'd go along with an adver- 
tiser today who wanted to use our 
facilities simultaneously with other 
networks. No, it’s not just the mat- 
ter of competition being heightened, 
but there’s the Justice Department 

monopolizing the airwaves . 
not giving the viewer a choice and 
all that.” Whether or not sponsors 
of the future could afford to order 
such a program is yet another point: 


(Continued on page 50) 
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Shirley Booth in Welcome Home 











The Two Worlds of Charlie Gordon 


Slice of life 


‘The U.S. Steel Hour,’ 
plucky torchbearer of 


live tv drama, 


outlives its critics 


tory outline, Jan. 25, 1961: 

In an Australian penal colony, 
1840, a convict named Clay, out- 
raged by the inhuman treatment ac- 
corded the prisoners, slays a guard 
and bursts into the quarters of the 
British 


colony. 


major who governs the 

The major, who is at dinner with 
guests, is a fanatically righteous per- 
son who believes his cruelty toward 
the convicts squares with divine 
wishes. In a desperate effort to make 
the major accompany him as a hos- 
tage, the convict kills, one by one, 
the prison chaplain, the prison doc- 
tor, a second guard, and finally 
threatens to kill the major’s own 
daughter. 

The enormity of the major’s 
neurosis becomes clear when even 
this threat does not prevail. But the 
convict, out of pity for the girl, 
yields, 


refuses to shoot her and 


Boone, Brooks in The Charlie and the Kid 


rushes out to his own certain death. 
In his hollow victory, the major 
comprehends that his extreme code 
is as evil as the convict’s violence. 


Story outline, March 22, 1961: 

In order to get away for a sojourn 
in Europe, the Austins, a middle- 
aged couple whose children have 
married, decide to sell their house in 
Connecticut and discharge the gar- 
dener and the maid who have worked 
for them devotedly for many years. 
But the highstrung maid, Jennie 
(Shirley Booth), 
thinks they are forced to sell because 
of financial distress and offers to 
lend them the money she has saved 


misunderstands, 


over the years. 

To restore domestic bliss, preserve 
the status quo, and, not incidentally, 
to fill a void in her own life, Jennie 
also secretly prepares to adopt a 
small 


child, forging the Austins’ 


name. Only when the social worker 
from the adoption agency arrives 
does Jennie (who has braced herself 
with a drop of wine) realize that she 
cannot keep the child, for whom she 
has cached a closetful of children’s 
things. 

She also learns that the Austins 
do, in fact, want to go to Europe and 
must retire her. With Jennie on the 
edge of heartbreak, the situation is 
saved when the Austins’ married 
daughter asks Jennie to care for the 
baby she and her husband are ex- 


pecting. 


The above stories—one a violent 
think piece, the other a poignant 
pantry drama, both enacted on the 
same stage within a few months of 
each other—illustrate not only the 
new breadth and dimensions of The 
United States Steel Hour, but also the 


(Continued on page 72) 
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in its ‘finest hour,’ 
brought to millions 


the nation’s 


first man-in-space 


breakthrough 


—a picture essay 
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In the face of past disappointments, cameras 


-». directed by a 


. who waited and listened .. . 





















Lifted from 
the launching pad 

by flaming lox, 

followed by 

electronic cameras 

and accompanying gear, 
‘the nation’s number-one 
tv performer,’ as 

the President called him, 
soars into space, 

alone, 

but with the eyes 

of the country 


on him 





























. . with NASA trackers for the historic signal, AOK 
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Tobacco firms continue to increase 


obacco advertised less last year, 

but it advertised more on televi- 
sion. At the same time, tobacco sales 
shot to an all-time high. How much 
of the sales upswing could be attrib- 
uted to the emphasis on tv? How 
much of the increase could be ticked 
off to new sales themes and changing 
smoking habits? 

These are but two of the questions 
raised by a comprehensive statistical 
report on tobacco expenditures pre- 
pared by the Television Bureau of 
Advertising. Although tobacco’s shift 
to tv can be viewed merely as part 
of an over-all industrial trend, the 
size of the industry, with tv expendi- 
tures of $112.5 million, together with 
its rich advertising history, makes the 
shift worthy of closer scrutiny. 

Before looking at the marketing 
side of the picture, consider first the 
consumer, who in 1960 spent slightly 
more than $6.6 billion for cigarettes 

-~$500,000 more than he spent in 
1959. (Much of this increase came 
from higher state sales taxes.) 

If you are over 14, one out of two 
of you smokes. The Department of 
Agriculture estimates that 48 per cent 
of American adults smoke, with 60 
million being regular daily smokers. 
In 1960 these smokers left 475 bil- 
lion cigarette butts in sundry ash- 
trays, saucers, coffee cups, flowerpots, 
parfait glasses, sand dunes, beer cans, 
Coke bottles, rivers, lakes and other 
smoker accessories across the coun- 
try. 


These same cigarette butts, if 
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magically translated back into whole 
cigarettes of approximately three 
inches in length, and if glued care- 
fully end to end, would make one 
cosmos-sized cigarette that would 
reach from here to Venus, provided 
that Venus would stop in orbit exact- 
ly 22.5 million miles from earth. 
Stated more humanistically: if the 
175.5 billion cigarettes smoked in 
the U.S.A. in 1960 were laid side by 
side in rows of 100, they would make 
a tobacco road nearly three feet wide 
all the way to the moon. 


Sales Up, Ads Down 


In 1959 453.7 billion cigarettes 
were smoked by Americans. There- 
fore the 1960 figure represents a 
rise of 4.8 per cent. Yet the tobacco 
industry’s ad expenditures for 1960 
were 1.7 per cent under those of 
1959, according to TvB figures. The 
total dollar figure for the industry’s 
expenditures in 1959 was $179,025.,- 
733, compared with $176,034,976 in 
1960. 

Although the 4.8-per-cent increase 
in cigarette sales last year over 1959 
coincides closely with the 4.4-per-cent 
increase in tv advertising last year, 
no flattering generalizations should 
be drawn too quickly by television 
partisans. Many factors have been at 
play within the industry and without. 
Before reviewing them, here are the 
dollar figures for the major con- 
sumer media measured expenditures 
for tobacco products in the last two 
years: 


television expenditures while cutting back on other media advertising 


%o 
1959 1960 Change 
Television 106,659,190 112,598,694 +- 4.4 


Magazines 27,368,611 26,195,365 — 4.3 
Newspapers 41,498,000 35,031,000 —15.6 
Outdoor 3,499,932 2,209,917 —36.9 

Totals $179,025,733 $176,034,976 — 1.7 


The figures posted above for media 
besides television are collated from 
Leading National Advertisers, Bu- 
reau of Advertising and Outdoor 
Advertising, Inc. 

As can be easily seen by the fig- 
ures, the brunt of the tobacco: loss in 
cigarettes was borne by newspapers, 
whose piece of the pie went from 23.2 
per cent to 9.9 per cent—a dollar loss 
of nearly $6.5 million, almost exactly 
the dollar gain for tv. Magazines 
were also down, from 15.3 per cent 
to 14.9 per cent, and outdoor adver- 
tising took an even sharper cut of 
36.9 per cent, where its share of the 
tobacco ad budget had been $3.5 mil- 
lion. 

In view of these cutbacks, why is 
tobacco increasing its tv outlay? 
For an answer TELEVISION AGE 
queried dozens of tobacco account 
executives, media supervisors and 
tobacco sales authorities. Without 
acquainting them with the industry- 
wide picture as presented in this arti- 
cle, they were asked for candid, off- 
the-record comments on the changing 
marketing picture. What follows is a 
synthesis of their remarks generalized 
from individual brands to apply, as 
far as possible, to the whole industry. 


The shift in media may be prin- 





cipally pinned on changing sales 
themes and marketing philosophy— 
changes called forth by the great 
cigarette health scare which, begin- 
ning in 1953, soon broke the strangle- 
hold of a few brands on the market 
and heralded the spectacular rise of 
filters and mentholated cigarettes, 
along with innovations in packaging. 


Filter Traps Trapped 


By the time the six big tobacco 
tribes, under FTC pressure, agreed 
early in 1960 to smoke the peace pipe 
and end conflicting claims about how 
many filter traps could stand on the 
head of a cigarette, the tobacco shop 
had begun to look like a pharmacy, 
and dozens of new brands sat on the 
shelves. Some of these, such as Duke 
of Durham, Life and Spring. were 
set back by the industry’s agreement 
to end the tar and nicotine war, since 
they had been merchandised to cap- 
ture part of a market bewitched, 
bothered and bewildered by the many 
conflicting claims. 

But other upstart brands were firm- 
ly entrenched, especially the filters 
Though the great 


cigarette cancer scare had _ been 


and menthols. 


shrewdly outmaneuvered by the in- 
dustry, many smokers kept smoking 
something different. Menthols, with 
their illusion of medication, showed 
the most spectacular sales increase in 
1960. And there were all the differ- 
ent cigarette lengths and boxes to 
confuse the picture further. 


(Continued on page 70) 
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ei ur most difficult 

with television was finding a 
show that complemented [our] basic 
principles,” said Richard L. Foulger, 
advertising manager of the Lincoln 


Savings & Loan Association of Los 


problem 


Angeles, in an explanation of the or- 
ganization’s 1961 sponsorship of a 
series of dramatic specials over KNXT 
Los Angeles. 

The purchase of the shows came 
about when the savings and loan as- 
sociation was looking for a different 
approach in its television advertising 
toward the end of last year. Reluctant 
to go in for premium offers, as many 
of its competitors had done, Lincoln 
Savings felt that a change in adver- 
tising could be effected which would 
still carry an image of dignity, so 
precious to banking institutions. 

Through its agency, Ward, Frojen 
Advertising, Lincoln Savings let it be 
known that it was in the market for 
good, conservative, local program- 
ming. The CBS-owned outlet in that 
market, KNXT, had a solution: it had 
produced a 90-minute version of 
Shaw’s Candida. Seeing an excellent 


with the 


opportunity for contrast 
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Building an image 


Director Ezra Stone evokes a mood for a Lincoln special 









competition's advertising as well as 
for a prestige approach, the company 
bought the program. It was aired on 
New Year's Day to coincide with the 
start of the association’s new cam- 
paign. 

With the success, both critical and 
popular, of Candida, Lincoln Savings 
signed for four more of the same. The 
second in the series of shows was 
Arthur Schnitzler’s romantic comedy, 


Affairs of Anatol, on April 6. 


Convincing Reaction 


The reaction to the first two shows 
convinced Lincoln Savings that this 
was the best vehicle for them. It is 
local programming within the budget 
of a one-branch organization, but 
more important, Mr. Foulger believes 
that such quality shows fit in with 
their principles of “soft sell and de- 
velopment of a strong corporate 
image.” 

The idea of the specials was con- 
ceived by Leon Drew, KNXT program 
director, who, together with Robert 
Wood, vice president and general 
manager of the station, and Alex- 
ander Ramati, executive producer, 







Prestige-type 
television specials 
help growth of 

Los Angeles savings 


and loan association 


thought of them as an unusual offer- 
ing from a local station. The series 
is the first such effort in the dramatic 
field for KNxT. According to Mr. 
Wood, they were determined to put 
Candida on with or without sponsor- 
ship because of their belief in the 
worth of the project. 

Although Lincoln Savings picks up 
the tab for the successful specials, it 
leaves the choice and the production 
of the dramas to the station. The 
selection of what plays to present is 
usually decided upon by informal 

(Continued on page 74) 





John van Dreelen as Anatol 











Film Report 






OFFICIAL’S OPTIMISM 

“Syndication is a slough? There's 
nothing slow about syndication around 
here,” declared Seymour Reed, presi- 
dent of Official Films, during the 
course of festivities surrounding the 
opening two weeks ago of the com- 
pany’s new offices on New York’s 
Fifth Avenue. Mr. Reed’s optimism 
was not unbounded, however, and 
when the crowd circulating through 
his office to the bar thinned out mo- 
mentarily, he conceded that first-run 
syndication was certainly not what it 
used to be. 

Official Films, Inc., founded in 
1945 and publicly traded beginning 
in 1950, has embarked on what is 
described as a $1-million expansion, 
involving acquisition of new program 
series, increase in staff, extension of 
overseas sales and doubling of home- 
office space. 

Much of the expansion hinges on 
increased emphasis on news, public 
affairs and documentaries, categories 
which currently enjoy high public- 
relations value. The company is pro- 
ducing 13 half-hours of Africa Now, 
and will add series of 26 hours and 
39 half-hours of documentaries culled 
from its library of Paramount news- 
reels. 

Among the hour-long documen- 
taries will be films on Babe Ruth, 
Franklin D. Roosevelt, The Depres- 
sion Years and The Crime Years. 
Half-hours will be devoted to the ex- 
ploits of Admiral Richard Byrd, Ger- 
man General Rommel and Amelia 
Earhart. 

Official will also use its Paramount 
library for 260 five-minute episodes 
called Humor in the News. The com- 
pany already has a similar five-minute 
project called Almanac. 


CORPORATION REPORTS 

ABC Films, Inc., announces that 
sales for the first quarter were at 
111.2 per cent of all of 1960 for 
domestic syndication. Foreign syndi- 
cation sales for the first quarter were 
61.8 per cent of the total foreign sales 
in 1960, according to Henry G. Plitt, 
president, who characterized the first 


quarter as the most successful in the 
company’s eight-year history. 

Gross domestic syndicated sales of 
CBS Films, Inc., during the first four 
months of 1961 were 90 per cent 
above the same period last year. The 
increase was two-thirds above the 
first third of 1959, the previous peak 
year for the company in domestic 
syndicated sales. 

Four Star Tv has reported a 50-per- 
cent increase in gross sales for the 
first nine months of the current fiscal 
year, ending March 31. The total was 
$18,413,564, against a total of $12,- 
233,818 for the previous correspond- 
ing period, with the net showing an 
even greater jump to $499,234 from 
$281,537. 

NTA&T is considering resumption of 
an active interest in the operations of 
National Telefilm Associates. In the 
spin-off of its television subsidiary 
last year, NT&T retained a 38-per- 
cent interest in the company, also 
holding a $4-million note, which, con- 
verted to stock, would give it opera- 
tional control. The matter is the first 
on the agenda since the shake-up of 
executive officers at NT&T which re- 
sulted in the resignation of chairman 
B. Gerald Cantor and the seating of 
two dissident stockholders, Leonard 
Davis and Philip L. Handsman, on the 
12-member board of directors. 

Mr. Cantor resigned the chairman- 
ship, claiming unjust criticism had 
been directed against him, but he re- 
tains his seat on the board of direc- 
tors. Eugene V. Klein, who continues 
as president, indicates that the posi- 
tion may be dropped entirely. All 
other incumbent officers were re- 
elected. 

It was revealed simultaneously that 
NT&T has acquired the community 
antenna system at Alpena, Mich., for 
a price of approximately $550,000, 
making the fifth such system owned 
by the company. 


Gea = « « 

First sale of Warner Bros. “Films 
of the Fifties, Volume II” has been 
made to CBS for wcau-tv Philadel- 
phia. 


Programs For Television, Inc., 
founded less than a year ago, has 
made sales totaling $1.8 million. The 
cempany ascribes its success to “con- 
centrated and pinpoint sales plans, un- 
usual and ‘offbeat’ programs and fi- 
nancial structure.” Its main entries 
now are Main Event, Art Linkletter 
and the Kids and the “Ranks No. I 
Post 1950” feature-film package. PTI 
has eight new projects on the board, 
divided equally between syndication 
and network. 

Follow the Sun, an hour series to 
track two island-hopping freelance 
writers in the Pacific area, has been 
purchased by Henry J. Kaiser Com- 
panies to start on ABC-TV this fall. 
Twentieth Century-Fox will produce. 
Kaiser has renewed its sponsorship of 
Maverick for the fifth consecutive 
year. 

Banner Films, Inc., has acquired 
distribution rights from Dynamic 
Films for 13 15-minute episodes of 
On Stage With Monty Woolley, an 
anthology of classics by Dickens, 
Chaucer, Poe, Wilde, Shakespeare, 
Chekhov and others. First sale was to 
wcss-tv New York. Also from Ban- 
ner, the half-hour A Way of Thinking 
series, starring Dr. Albert Burke, has 
been sold through Metropolitan 
Broadcasting to seven markets. 

Falstaff has signed for 52 weeks of 
half-sponsorship of Sing Along With 
Mitch for 105 NBC-TV_ markets, 
which will blanket most of the brew- 
ery’s marketing area of 28 states. 

Philip Morris, which already spon- 
sors Douglas Edwards and the News, 
has renewed its sponsorship of four 
other CBS-TV properties as well as 
the regularly scheduled games of the 
NFL for the 1961 season. The shows 
are Dobie Gillis, Perry Mason, Raw- 
hide and Route 66. The shows have an 
average weekly Nielsen of 24. 

A total of 108 off-network hours of 
Suspicion, Overland Trail, Riverboat 
and Cimarron City, syndicated by 
MCA TV, have been sold in 45 mar- 
kets . . . MGM-TV has made more 
than 10 sales of its “Best of the 
Fifties” features. . . . Ziv-UA is again 
building sales through a complicated 
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pattern of “mergers” of regional ad- 
vertisers on an alternate-week basis. 
J. Schmidt Brewing Co., Piel and Jax 
beer are being paired off in seven 
markets, with other pairings in the 
offing. 


SYNDICATION .. 

Two first-run series, Whiplash and 
Supercar, have been put on the mar- 
ket by Independent Television Corp. 
Whiplash is based on the adventures 
of Christopher Cobb (Peter Graves), 
the American who ran the first stage- 
line in Australia. Supercar, described 
as “a new space-age series,” features 
an amphibious vehicle which “can 
travel on land without touching the 
ground” and can fly with the speed of 
a jet. Supercar also uses a new ani- 
mation technique, “Super Mariona- 
tion,” the use of electronics said to 
give model miniature characters a 
dimension of reality with absolute 
synchronization. 

At CBS Films, Inc., 26 additional 
half-hours of Deputy Dawg wiil be 
put into syndication, as well as 157 
episodes of December Bride, 33 epi- 
sodes of Angel and 94 episodes of 
Wanted—Dead or Alive. New titles 
will be released for the off-network 
series. 

ABC Films, Inc., will handle syndi- 
cation of its newly produced 65 epi- 
sodes of Consult Dr. Brothers, which 
has already been sold in 20 markets. 
In network sales the company has 
scored with a second year of Expedi- 
tion and a new network starter, The 
Racer. In off-network ABC Films wiil 
be selling Casper, the Friendly Ghost 
and Company (Matty’s Funday Fun- 
nies) and One Step Beyond (Alcoa 
Presents). The Life and Legend of 
Wyatt Earp will also be released into 
syndication later this year. 

In its first month of sales, Ziv-UA’s 
Ripcord hit seven markets, and King 
of Diamonds was sold to 134... . The 
Clutch Cargo series of adventure car- 
toons, distributed by George Bagnall 
& Associates, has been sold in 17 
markets ... Bonded TV Film Service, 
a division of Novo Industrial Corp.., 
will handle all NBC films through its 
Toronto offices. 

A games program. The Lie Detec- 
tor, will be syndicated by KtTv Pro- 
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gram Sales, distribution arm of the 
Los Angeles station, which is also 


taping the series. . . . Two film series, | 


Peter Lorre Playhouse, being pro- 
duced by Moffett Enterprises, Inc., 
and Shannon, a new Screen Gems 


property starring George Nader, are | 
also being aimed for the syndicate | 


market. . . . Re-runs of the cartoon 


| 
| 





} 
} 


series, Rocky and His Friends, pro- | 


duced by Bill Scott & Jay Ward Pro- 
ductions, will go on the market next 
fall under the title of Bullwinkle. 
Science in Action, half-hour educa- 
tional science program on the air in 
San Francisco for the last 11 years, 
will be made available nationally for 
the first time this fall through a new 


syndication company, RSS Associates, | 


headed by Edward Simmel. Produced 
by the California Academy of Sci- 
ences, the program is one of the 
longest-run series on tv. A full year’s 
product, 39 half-hours, will be avail- 
able. 

Tom Corradine & Associates have 
acquired 200. post-1950 Spanish- 
language films for television, in asso- 
ciation with George Caputo of New 
York. The films have been showing on 


wor-Tv New York. ... A number of | 


series already in distribution report 
brisk business. California National 
Production’s Hot Off the Wire has ex- 
panded sales to 177 markets, with 
sponsors including such national ad- 
vertisers as American Tobacco Co., 
Kroger Food Stores, Fels Naphta and 
Commerce Acceptance Corp. Bozo the 
Clown, produced by Larry Harmon, 
is now seen in 140 markets, and the 
Popeye gross has passed $4 million, 
according to Al Brodax, director of 
King Features’ tv department. 


PRODUCTION... 
David L. Wolper Productions will 


deliver a documentary tv film dealing 
with the life of Rafer Johnson, gold- 
medal champion of the 1960 Olympics 


and recent winner of the AAU’s James | 


E. Sullivan Award. Jack Haley Jr. 
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will produce, Mel Stuart will direct, 
Malvin Ward will script and the 
F & M Schafer Brewing Co. will spon- 
sor through its agency, BBDO. The 
hour-long documentary will trace the 
athlete’s life from boyhood to his 
captaincy of the U. S. Olympic team. 

In the first venture of Talent Asso- 
ciates-Paramount, Ltd., associated 
with CBS-TV, Sir Laurence Olivier 
will appear in The Power and the 
Glory, which is announced as the 
major dramatic presentation of the 
season for the network. Sir Laurence’s 
only previous dramatic appearance on 
American tv was in The Moon and the 
Sixpence. The supporting cast of the 
90-minute Power show includes Julie 
Harris, Roddy McDowell, Fritz 
Weaver and many other prominent 
stars. The taped special is in line with 
the network’s new policy that warrants 
its specials to be “truly memorable” 
television events. 

First episode of MGM’s Dr. Kildare 
series will go before the cameras June 
9, with Elliot Silverstein directing. 
Lamont Johnson will also direct on 
the series. Two writing teams, Kath- 
erine and Dale Eunson and Ted and 
Mathilda Ferro, will work as a four- 
some on MGM-TV’s Father of the 
Bride comedy series. Also at MGM- 
TV, three further episodes of The 
Asphalt Jungle will be produced next 
month. 

Production on a new series starring 
Dr. Frank C. Baxter of “Shakespeare 
on tv” note gets under way late in 
May at the ktTtv Los Angeles studios. 
The series, titled The World Book, is 
a combined project of Trojan Produc- 
tions and Field Education Enterprises, 
Inc., and is aimed at children of late 
grammar and high-school age. Prin- 
cipal topics will be natural sciences 
and biographies of famous men. 

In the animated entertainment 
arena, Larry Harmon Productions is 
planning a skein of 26 half-hours 
based on Laurel and Hardy. Jayark 


Films will handle sales. At UPA Pic- 








PATHE’S FABULOUS STUDIO 7A, for the BIG 
SOUND in Scoring Music to everything from 
10 sec. SPOTS to FEATURE FILMS. One 
Musician or 100. 16 and 35mm projection. 
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tures, Inc., preparation is beginning 
on another 26 five-minute segments of 
Mister Magoo. 

Two producing companies, Walt 
Disney and Silber-Stoltz Productions, 
are competing for the right to base a 
tv series on Big Red, originally a 
novel featuring an Irish setter, written 
by James Kjelgaard and published in 
1945. Both companies claim to have 
acquired the rights to the story, and 
a court decision may be needed to 
settle the issue. 

Warner Bros. has scheduled the 
pilot for a new show, Black Gold, 
dealing with the oil boom in the 
1920s. Screen Gems also has such a 
project under way, and two or three 
years ago Desilu-NTA filmed Wild- 
catter, a pilot which failed to sell. . . . 
Comic Dave Ketchum will do a series 
of 30 five-minute vignettes for Alan 
Sandler Productions. The program is 
aimed at syndication. 

Two other projects in the writing 
stage are Diary, combining producer 
Henry Jaffe and actor Joseph Schild- 
kraut, the series to be based on the 
personal journals of famous men in 
history, and Man at the Top, a pro- 
gram about a private investigator for 
U. S. Presidents, being planned by 
Helen Ainsworth, who previously pro- 
duced the Guy Madison pictures. 


COMMERCIAL CUES... 


The Screen Actors Guild is serving 
notice on advertising agencies and 
producers of commercials that it is 
going to crack down on the appear- 
ance of non-guild actors in spots. 
SAG alleges that “certain agencies 
have consistently failed” to check the 











standing of players they are employ- 
ing, and that SAG will sue such agen- 
cies for breach of contract if the 
asserted violations do not cease. 

“Good progress” is reported in 
negotiations between the IATSE 
Screen Cartoonists Guild and the 
Association of Independent Motion- 
Picture Animation Producers on a 
new contract for animators. The 
AIMPAP, consisting of Film Fair, 
TV Spots, Format Films, Snowball 
Productions, Hanna & Barbera Pro- 
ductions, Larry Harmon Productions, 
Grant-Ray Productions and four ink- 
and-paint services, was formed re- 
cently to conduct negotiations. Bud 
Getzler of Format Films represents 
the studios, Larry Kilty the union. 
Actual terms of a final contract will 
hinge on the outcome of IATSE nego- 
tiation with the majors and will, for 
the first time, provide a uniform scale 
for the entire industry. 

Animation, Inc., is preparing an 
animated public-service film to ex- 
plain the role of the advertising in- 
dustry to consumers. The film is the 
third in a series, the first two having 
been on inflation and on the electric- 
utilities industry. 

CBS Animations is producing two 
30-second animated commercials for 
6-12, an insect repellent of Union 
Carbide Corp. The commercials are 
pegged on a dual theme—how nice it 
is to repel mosquitoes, and how foul 
it is to be a repelled mosquito. J. M. 
Mathes, Inc., is the agency. Commer- 
cials will be inserted in seven pro- 
grams of the three networks. 

Also at CBS Animations, which is 
a newly established company (see 
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Film Report, May 15), Arthur 
Bartsch has been named director of 
commercial animation. Mr. Bartsch 
has won numerous awards in a long 
career in animation. . . . In another 
appointment at CBS Animations, Eli 
Bauer was appointed design and story 
director. He has received various 
citations and awards at events such as 
the London Film Festival and at La 
Biennaledi Venezia, presented by the 
12th International Exhibition of Film 
for Children at Venice. 

Ray Favata Productions, Inc., has 
changed its name to Gryphon Produc. 
tions, Inc., and has moved its offices 
to 40 E. 49th Street, New York. . 
Hoyt E. Allen has joined Fuller & 
Smith & Ross as executive producer 
for Alcoa’s broadcast commercials. 
He was formerly supervisor of tv com- 
mercial productions at Foote, Cone & 
Belding. 

Michael O’Shea will be the voice of 
ABC-TV’s Top Cat. Three other char- 
the Brain, Choo- 


Choo and Fancy - Fancy — remain 


acters in the series— 
voiceless while auditions are in 
progress. . . . Parapic Service Corp., 
tv commercials production company 
headed by Jim Chapin, has changed 
its name to Monarch Films, Inc. The 
firm headquarters at 
Studio. 

Nelson Winkless, independent film 


consultant and _ writer, 


Producers 


has joined 
Film Fair as writer and production 
coordinator in its live-action division. 

Phillip L. Worcester joins the com- 
mercial broadcast production depart- 
ment of Ted Bates & Co., Inc., as a 
tv producer. 

Films Five, Inc., the newly estab- 
lished company, is doing a color ani- 
mation segment for an RCA public- 
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relations film, Eyes on Tomorrow, 
and sales promotion slides for Sa- 
rong, Inc. (Donahue & Coe.) 


CONTRACT SIGNED 


The contract between IATSE and 
Alliance of TV Film Producers and 
AMPP, agreed upon in negotiations 
four months ago and retroactive to 
Jan. 31, has finally been signed, fol- 
lowing working out of legal points 
and language. The contract calls for 
wage increases approximating 20 per 
cent over a two-year span. 


PERSONNEL ... 


Frank Browne has been appointed 
to sales manager of the syndication 
division of the Times-Mirror Broad- 
casting Co. (kTTV Los Angeles). 

KTLA Los Angles has created a new 
post of director of national sales and 
appointed Jack Donahue to fill it. 
Mr. Donahue will assume responsi- 
bility for directing and coordinating 
all national sales activity at the sta- 
tion. Martin F. Connelly was pro- 
moted to the post of national sales 
manager, in which capacity he will 
serve the Chicago-midwest, Pacific 
northwest and northern California 
areas. 

The Board of Directors of Interna- 
tional Video Tapes has elected Wil- 
liam F. Wallace president and Rich- 
ard M. Rosenbloom vice president. A 
new position, that of coordinator of 
production sales, goes to Don Patton, 
formerly account service manager 
with CBS-TV Production Sales. 

Sherman J. “Jack” McQueen, direc- 
tor of broadcast for the Los Angeles 
and San Francisco offices of Foote, 
Cone & Belding, has been elected a 
vice president of the agency. Mr. 
McQueen is in charge of radio and 
tv program and talent negotiations 
and is supervisor of commercial pro- 
duction. 

David Davidson has been elected 
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new national chairman of the Writers 
Guild of America, succeeding Ed- 
mund Hartmann, for a two-year term. 
. . - Keith A. Culverhouse, CBS-TV 
executive, has been appointed direc- 
tor of sales promotion for MGM-TV, 

RKO General has named Harry 
Trenner division director for KHJ- 
AM-TV Los Angeles and kFrrc San 
Francisco. Mr. Trenner, formerly 
vice president in charge of sales for 
Mutual Broadcasting System and, 
more recently, director of western 
sales development for RKO General, 
replaces Robert J. Leder who has 
been acting in the post of division 
director, and who now returns to 
New York as vice president and gen- 
eral manager of wor. 

Charles King appointed general 
manager of Independent Television 





MR. KING 


Corporation’s Arrow Division. He is 
a veteran of 25 years in broadcasting 
and advertising. 

Bonded Ty Film Service has named 
Lou Falkoff operations manager, 
Aaron Ray administrative assistant, 





Thomas Loughlin production super- 
visor, Joseph Doyle account super- 
visor and Laura Ryan service super- 
visor. All three appointments are in 
the New York office of the company, 
which is a division of Novo Indus- 
trial Corp. 

Arthur L. Manheimer appointed 
western division manager, and M. E. 
“Bud” Ormond appointed midwest 
division manager of Trans-Lux Tele- 
vision Corp. 

Peter Cott, director of press and 
public relations for the New York 
Chapter of the Academy of Tv Arts 
and Sciences, has been named to the 
first staff post of the parent National 
Academy as director of national 
projects, the Academy’s president, 
Harry S. Ackerman, has announced. 
Major plans are being laid for expan- 
sion of the Academy activities and 
facilities. 


Film Commercials 


DOLPHIN PRODUCTIONS 


Completed: Quaker Oats Co. (Puss ‘n 
Boots), Lynn Baker; M. Hohner Inc. ( Melo- 
dica), Smith & Dorian; Roselux Chemical 
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| California Oil 





Co. (Rose-X all-purpose cleaner), Chalek 
& Dreyer; Capital Cities Broacasting (pro- 
motional), direct; Peter Pan Foundations 
(Peter Pan Circle Line bra; opening & 
closing of Rudolph Valentino show), Ben 
Sackheim. 


ELEKTRA FILM 
PRODUCTIONS INC. 


Completed: Quaker Oats Co. (Puss ’‘n 
Boots), Spitzer, Mills & Bates; Sandura 
Co. (Sandran), Hicks & Greist; Boyle- 
Midway Co. (Antrol), JWT; General Elec- 
tric Co. (skillet, show opening), Maxon; 
GM Corp., Oldsmobile Div. (cars), 
Brother; Radio Corp. of America (tv sets), 
JWT; Coca-Cola Co. (soda), M-E; Minne- 
sota Mining & Mfg. Co. (Scotch Brite), 
BBDO; Brillo Mfg. Co. (soap pads), JWT; 
Bristol-Myers Co. (Vitalis), DCS&S; West- 
inghouse Corp. (bulbs), M-E; El Producto 
Cigar Co. (cigars), Compton; Sperry & 
Hutchinson Co. (trading stamps), SSC&B. 
In production: Quality Bakers of America 
(Sunbeam bread), direct; Dutch Masters 
Cigar Co. (cigars), EWR&R; New York 
Telephone Co. (Yellow Pages), BBDO; 
-Girard Bank (services), Albert 
Frank-Guenther Law; Westinghouse Co. 
(institutional), M-E; Dixie Cup Div., 
American Can Co. (cups), Hicks & Greist; 
P. Lorillard Co. (Kent cigarettes), L&N; 
P. Lorillard Co. (Spring cigarettes), Grey; 
Co. (Chevron gasoline), 
BBDO; Sunoil Co. (Sunoco gasoline), 
Esty; Post Div., General Foods (Grape 
Nuts flakes), B&B; Noxzema Chemical Co. 
(cover girl make-up), SSC&B; Coca-Cola, 


Inc. (Fanta soft drink), M-E. 


FILM FAIR 

Completed: Ralston Purina Co. (Ry- 
Krisp), GB&B; General Foods Corp. 
(Jell-O), Y&R; Bardahl Oil Co. (Bar- 
dahl), MMH&H; Kellogg Co. (Kellogg’s 
breakfast foods), Burnett; California Oil 
Co. (Chevron), Rippey, Henderson; Frito 
Co. (Fritos), EWR&R; Chrysler Corp. 


(Chrysler ears), Burnett; Blitz-Weinhard 
Co. (Blitz beer), Johnson & Lewis; Max 
Factor & Co. (lipsticks), Carson/Roberts; 
GM Corp., Delco-Remy Div. (batteries), 
C-E; Western Oil & Fuel Co. (gasoline), 
J. W. Forney; Bank of America (Bank- 
americard), Johnson & Lewis; Allstate In- 
surance Co. (insurance), Burnett. 

In production: Mattel Inc. (toys), Carson/ 
Roberts; Campbell Soup Co. (beans & 
franks), NL&B; Best Foods Corp. (Skippy 
peanut butter), GB&B; Malto-O-Meal Co. 
(Malt-O-Meal), Campbell-Mithun; Manu- 
facturers’ National Bank (bank services), 
Doner. 


GRAY & O’REILLY 


In production: Gulf Oil Corp. 
Y&R; Northam-Warren Corp. 


(gasoline) , 
(Odorono), 





Ellington; Bymart-Tintair Inc. (hair color- 


ing), CCA; Revere Copper & Brass, 
Inc. (kitchenware), Adams & Keyes; 
White Co. (ham), Delroy. 


KEITZ & HERNDON 

Completed: Lone Star Gas Co. (Spring 
Range campaign), EWR&R; Austin Na- 
tional Bank (banking services), Winn- 
McLane. 

In production: Carey Salt Co. (salt), Lowe 
Runkle; Enco Gasoline (gasoline), NL&B; 
Lone Star Gas Co. (institutional), 
EWR&R; First National Bank in Dallas 
(banking services), Tracy Locke; Minne- 
sota Federal Savings & Loan (banking serv- 
ices), Kerker-Peterson; Anderson-Clayton 
Co. (Seven Seas cooking sauce), M-E 


FRED NILES PRODUCTIONS 


Completed: Sealtest Foods Div., Natl Dairy 
Prods. Corp. (ice cream), Becht & Blo- 
meyer; American Oil Co. (Amoco oil prod- 
ucts), D’Arcy; American Bakeries Co. 
(Merita bread), Sande-Greene; Daisy Mfg. 
Co. (Daisy air rifle), Ramsey; Cincinnati 
Enquirer, Stockton-West-Burkhart; Quaker 
Oats Co. (Quaker products), Compton; 
Standard Oil of Ohio (Sohio Oil products), 
McCann-Marschalk; Humble Oil Co. 
(Enco oil products) , NL&B; Manufacturets 
National Bank (services) , Doner; Coca-Cola 


Co. (Coca-Cola), McCann-Marschalk; Old 
Hickory Meats (meats), Doyne; Page 
Dairy Co. (dairy products), direct; Chem- 


ical Corp. of America (Freeseal, Freewax), 
Mitchell; Langendorff United Bakeries 
(Holsum bread), Long; First Security 
Bank of Utah (services), Gillham; Mirro 
Aluminum Co. (Mirroware), Cramer- 
Krasselt; Upjohn Co. (pharmaceuticals), 
direct. 

In production: National Brewing Co. 
(beer), Doner; RCA Whirlpool, Cleveland 
Distr. (appliances), Howard Marks; Mil- 
waukee Gas Co. (services), Cramer-Kras- 
selt; Montgomery Ward, direct; Pet Milk 
Co. (Sego), Gardner; Sealtest Foods Div., 
National Dairy Prods. Corp. (ice cream), 
Henry Senne; Restonic Corp. (mattresses), 
Bozell & Jacobs; Sunshine Biscuit Co. 
(Krun-Chee potato chips), Simons-Michel- 


son; Quaker Oats Co. (Ken-L-Ration), 
JWT; Instant Lemon (direct), Baer- 
Kimbley; IGA Food Stores (grocery 
stores), direct. 


BILL STURM STUDIOS, INC. 


Completed: Chesapeake & Potomac Tel. 
Co. (Yellow Pages), Ayer; Firestone Tire 
& Rubber Co. (Firestone tires), C-E. 

In production: RCA (Silverama picture 
tubes), Al Paul Lefton; International 
Latex Corp., Sarong Div. (Sarong girdles), 
direct; RCA (public-relations film), 
direct; Selchow & Righter Co. (Scrabble), 
Lester Harrison; Fires stone Tire & Rubber 
Co. (Firestone tires), C-E. 
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Wall Street Report 





SPACE PROJECTS. In the space age 
investors are not expected to be con- 
sulted or even approached for ex- 
ploration financing—at least not for 
some time. But the corporations in- 
terested in the space realm are al- 
ready pushing their pet projects with 
vigor—so much vigor, in fact, that 
there’s a stiff fight shaping up that 
seems ludicrous but is nevertheless 
quite real. 

In one corner is the ambitious 
General Electric Co., supported by 
General Telephone and the Radio 
Corp. of America. In another is 
American Telephone & Telegraph and 
International Telephone & Telegraph. 
The dispute came to the fore early 
this month when GE proposed that a 
world-wide space-satellite communi- 
cations system be put into operation 
and that ownership be shared by the 
Governments and companies. GE has 
established a subsidiary, Communica- 
tion Satellites, Inc., with an initial 
capitalization of $1 million. GE’s pro- 
posal would limit any one stockholder 
of the satellite system to 10 per cent 
of its stock. 

However, AT&T and IT&T, while 
anxious to have the cost of a satellite 
system spread among several part- 
ners, are not anxious to have a new 
entry into the communications indus- 
try. But RCA was selected recently to 
build the Government's first experi- 
mental communications satellite. 


COMMENTS WANTED. The Federal 
Communications Commission had 
asked for companies to file comments 
on a space communications system 
that would permit international trans- 
mission of tv broadcasts and would 
expand transocean by telephone or 
telegraph. There’s no doubt that the 
entire world of international tele- 
phone and television has tremendous 
possibilities for virtually all the par- 
ticipants. But there is every reason 
to believe that to some it will have 


even greater impact. One company 
that seems sure to benefit from any 
participation is General Telephone & 
Electronics. 





GTS&E is the nation’s second largest 
telephone company, with its largest 
phone concentrations in Florida, 
California and British Columbia, 
Canada, but all told it embraces 28 
telephone companies, including 26 in 
the U. S., serving 11 million people 
in 31 states. It has about 4.7 million 
phones in its system. 


GENERAL GROWTH. General is 
steadily expanding its operations in 
the field of electric and electronic 
equipment and in the area of ad- 
vanced communications systems. It 
has been dependent for some time on 
the AT&T systems, but the introduc- 
tion of microwave systems will help 
trim the heavy expenditures normal- 
ly involved in the telephone-equip- 
ment field. 

General plays a large role in the 
ballistic missile early-warning system 
and communication networks for mis- 
sile-launching sites. There’s no doubt 
that all these developments enhance 
the company’s position, but nothing 
would be comparable to being part of 
the first space-age communications 
effort. 

General Telephone already has 
budgeted some $2 billion or more for 
general capital improvement and ex- 
pansion between now and 1968 to 
meet the steadily mounting demand 
for service in the areas it serves. At 
the same time, however, there’s evi- 


dence that the stock dilution has held 























back share earnings over the past 
few years. This year it is expected 
the company’s revenues will climb six 
per cent over the volume of $1.178 
million last year to hit the $1.3-billion 
mark. Net income for the year may 
climb proportionately higher to per- 
haps $80 million, compared with 
$72.4 million. This would represent 
per-share earnings of approximately 
$1.15 per share, compared with $1.02 
per share last year. 

That profit is more than enough 
to support the present dividend of 76 
cents annually, but there’s no doubt 
the company will press to increase 
that disbursement, since it has been 
the dividend 


each year over the past eight years. 


increasing regularly 
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Specials (Continued from page 31) 


the two-hour show cost a reported $1 
million in 1954. 

At season’s end, however, the pat- 
tern was set. Pat Weaver was de- 
scribed as “enthusiastic” and defi- 
nitely planning a continuance of the 
90-minute regularly scheduled series. 
“Our first-season ratings were very 
high,” said Max Liebman, “and 
Oldsmobile renewed the Saturday- 
night shows readily.” 

NBC-TV doubled the number of 
shows, presenting 85-90 on its own. 
Peter Pan, which premiered in March 
1955, was repeated the following 
Skin of Our Teeth, Our 
musical version with 
and Wide Wide 


season’s 


January. 
Town in a 
Frank Sinatra, 
World were among the 
highlights. Some of the programs 
hit high ratings, others lower, but ad- 
vertiser interest continued high. 


Things to Come 


It was the following season that 
the first indication of what was to 
come occurred. CBS-TV moved in 
strong with the monthly Ford Star 
Jubilee and with Playhouse 90, a 
weekly drama series that could be 
classified only as a special in terms 
And _ while 


NBC was building special programs 


of money and talent. 


around Bob Hope and Dinah Shore 
on an infrequent basis, with other 
90-minute melanges supplanting Sid 
Caesar once a month on Saturday 
night, CBS unveiled the Rodgers and 
Hammerstein Cinderella. While criti- 
cal reception was somewhat mixed, 
the “blockbuster” 
of ratings that made investments in 


captured the kind 


specials seem worthwhile. 

And investments were climbing: 
in 1957 Liggett & Myers paid $600,- 
000 for a poorly received filmed ver- 
sion of the Pied Piper of Hamelin. 
A month later CBS brought Rex Har- 
rison, newly acclaimed for My Fair 
Lady, to the screen in a special called 
(“So 
much money, so much publicity . . . 


Crescendo. much talent, so 
so little entertainment,” noted the 
New York Times, as it described the 
program as another “prolonged vocal 


marathon” with which the season was 
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filled. ) 

Already the bloom was off so far 
as the critics were concerned. 
Where the newspaper columnists 


showed evidence of boredom, how- 
ever, advertisers continued to stick 
with the new trend. A BBDO spokes- 
man on the Rexall account recalls 
how happy the drug chain was with 
its Pinocchio production in °57 and 
Hansel and Gretel in °58. “They fit in 
perfectly,” he said. “The company 
has two l-cent sales during the year 
and timed the shows to the promo- 
tion. Later we went to a half-dozen 
programs in a season because they 
worked so well. Eventually, it seems, 
audiences became satiated with too 
much of a good thing, and we 
switched to a weekly program, Na- 
tional Velvet.” 

By now, NBC was largely carrying 
on the color battle without an ally 
(except in rare instances), and to 
help both itself and a roster of auto- 
motive clients, it announced that its 
1959-60 season would include more 
than 200 “specials.” The accent on 
precisely what constituted a special 
was changed somewhat, with David 
Levy, vice president for programs 
and talent, describing one as “a half- 
hour, hour, 90-minute or two-hour 
show which has a distinctive quality 
making it, by its nature, different 
from standard net- 
work fare.” Thus, backed by strong 
programming support from CBS-TV 


week-to-week 


and infrequent shows from ABC, 
viewers during the season found 


some five or more special programs 
available during a single week, every 
week. 


Hours Opened Up 


In order to fit its great many spe- 
cials into the weekly schedule without 
completely disrupting everyone, NBC 
in °59 and the following season 
opened up regular Friday and Sun- 
day hours for the bulk of the pro- 
grams. Tuesday hours were similarly 
held back for Ford’s series and a 
number of programs sponsored by 


Dow and CBS-TV 


mandatorily to hold back from adver- 


others. moved 


tisers two time periods during a 


regular program’s run, writing a 50- 


week contract, and to pre-empt two 
additional periods on 60 days’ notice 
for specials if necessary. 

At ABC-TV, the network slotted 
only a handful of Bing Crosby and 
Frank Sinatra specials during the 
years. “We don’t withhold two weeks 
from any contracts,” said program 
vice president Tom Moore, “and have 
always felt that pre-empting for a 
special only affords a chance for the 
viewer to sample the competition. 
That is, if the special doesn’t fit into 
the format the viewer has been watch- 
ing, he’ll tune elsewhere. Then, we’ve 
always felt that when we do a special, 
it should be something special. I 
think the other networks are just now 
realizing this.” 


Significant Cut 

Whether or not the competition is 
just now realizing the situation or 
not is insignificant, but the fact is 
that entertainment specials face a sig- 
nificant reduction next fall. NBC-TV 
is currently figuring on 20-25 enter- 
tainment-type programs of the music- 
variety-comedy nature and including 
the Hallmark 
tional-entertainment programs (many 


series, 30 informa- 
only a half-hour in length), and 
eight live dramas adapted from mo- 
tion pictures. The network’s news 
department is looked to for some 30 
programs. The total number of pro- 
grams scheduled for the season is 
roughly equal to the number pre- 
sented during the first half of the cur- 
rent season, all of which were an hour 
or longer. 

At CBS the cutback is even more 
evident. Where the network had 3] 
entertainment programs slotted in the 
current season, next year’s schedule 
calls for only 15 to fill 1614 hours. 
The roster includes six new dramas 
for Westinghouse, a Leland Hayward 
Good Years show and variety pro- 
grams built around Lucille Ball, Jack 
Benny and (perhaps) Judy Garland. 
along with a Stravinsky-Balanchine 
ballet. 

ABC-TV has one notable effort in 
the works, a 90-minute show entitled 
Colosseum, to star Deborah Kerr. 

But, if the advertisers are still in- 


(Continued on page 69) 
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Notes: W 
Television Age N k P. Chart—Nightti 
elevision Age Network Program Chart— Nighttime } 
MONDAY TUESDAY WEDNESDAY THURSDAY 
6 ABC CBS NBC ABC CBS NBC ABC ces NBC ABC ces NBC 
: ABC | T ABC | ABC ABC 
News News News News 
6:15 a 
6:30 |. 4 1 
6:45 News Texaco, News Texaco, News Texaco, News Texace, 
Amer. Home Huntley. Amer. Home Huntley. | Amer, Home Huntley- P. Morris Huntley- 
Brinkley Brinkley alt Brinkley Brinkley 
7:00 + Report Report ] Carter Report Report 
7:15 Expediti — ———_ 
News Ralston News News 
7:30 B | 
To Tell the 
7:48 Truth Bugs Bunny | Guestward 
Amer. Home Gen. Foods . Me! 
o ht. J. Reynolds The Colgate _ Sports 
:00 Cheyenne | Malibu Run | Spectacular 
Americans Laramle Hong Kong P. Lorillard Wagon Train . _ Bristol Mvers Outlaws 
Pete & Gladys ae Schlitz 
| Carnation The Rifleman Father Knows 
ous Goodyear P&G Best sy 
8:30 i 
Danger Man a. 
Tales of Ozzie & Rrown and ooo Zane Grey 
8:45 ~~ Wells Fargo | Wyatt Earp Dobie Gillis _ —_ Harriet Williamson Rig | Theatre ane 
suuae Am. Tobacco P&G Pillsbury Ford Fastman- alt Kimberly- — | Real McCoys | 8. C. Johnson Hills Rroa 
i Reechnut ca. tm, |e! ae Kodak Mark P&G P. Lorillard 
9:00) surtsiae 6 Goss Cole 
. Tom Ewell [ 
Danny Thomas wae Show Angel My Three Father 
9:15 Show eo Quaker Oats &. (. Johnson Sons Am. Home 
Gen. Foods Sanieeet P&G alt Gen. Foods Chevrolet alt 
Mead-Johnson| Stagecoach Hawaiian Am. 
9:30 + ' West Thriller Eye | Gunslinger 
i've Got A Tennessee 
° ij Red Skelton Secret le Ford 
9:45 Andy om a pa Sinclair R. J. Reynolds , 
—_ . S. C. Johnson alt Bristol- 
10:00 | Adventures tn = 
Q ventures 
S Paradise . Untouchables 
Hen Barbara Stan- 
a nesey wyck Theatre Peter Loves .« | Groucho Marx 
10:15 P. Lorillard | atherto-Culver | Alcoa Presents Armstrong Mary ny Toni 
Gen. Foods | alt Am. Gas Alcoa Circle Theatre P&G Block 
Armstrong = 
4 Ga M (sust) 
10:30 i oy Sows NBC Specials Naked City Cork alt alt with 
U. S. Steel Silent Face the 
Peter Gunn | june Allyson Hour — Nation 
10:45 | Tristol Myers | Show U. 8. Steel a... 10-10:30 elt 
R. J. Reynolds DuPont Sion 10-11 pn 
Nighttime Index Bringing Up Buddy — M 8:30 Five Star Jubilee NBC F 8:30 Corp. Meet the 
9 Bugs Bunny ABC Tu 7:30 G. E. Theatre CBS Sun 9 Jack Benny Program CBS Sun 9:2 Michael Sha 
ABC News M-F 6 Candid Camera CBS Sun 10 Garry Moore Show CBS Tu 10 Jack Paar NBC M-F 11:15 Pitt Pla 
Adventures tn Paradise ABC M 9:30 Checkmate CBS Sat 8:30 Plymouth, Polaroid, 8S. C. Johnson Klendike NBC M 9 Beechnut 
J. B, Williams, Whitehall, L&M, Brown & Williamson, Lever, Kim- Groucho Marx NBC Th 10 Kraft Music Hall NBC W 9 Mr. Lucky 
Am. Chicle, Noxzema, Mennen, berly-Clark Guestward Ho! ABC Th 7:30 Laramie NBC Tu 7:30 My Three 
Union Carbide, DuPont Chevy Show NBC Sun 9 Ralston, 7-Up, Miles Pitt Plate Glass, Reechnut Life Naked City 
Alcoa Presents ABC Tu 10 Chevenne ARC M 7:30 Gunslinger CBS Th 9 Savers, Reynolds, P&G Bristol 
The Americans NRC M 7:30 R, J. Reynolds, P&G, Ralston, Carter, Lever, Union Carbide, Lassie CBS Sun 7 Hagegar, 
Readers Digest Services, Mennen, Bristol Myers, DuPont, Mennen, Gillette Lawman ARC Sun 8:30 Pont, 
Walt Disney Union Carbide, Warner Lambert Gunsmoke CBS Sat 10 The Law and Mr. Jones ABC F 10:30 The Nation's 
Andy Griffith CBS M 9:30 Concentration NBC M 9:30 Happy NBC F 7:30 P&G, Simoniz, Lorillard National V 
Angel CBS W 9 Danger Man CBS W 8:30 Harrigan & Son ABC F The Lawless Years NBC F 9 NBC Specials 
The Aquanauts CBS W 7:30 Danny Thomas Show CBS M 9 Have Gun, Will Travel cos Sat 9:30 The Lawrence Welk Show ABC Sai 9 New Comedy 
Carter, Lorillard, Vicks, P&G, Dennis the Menace CBS Sun 7:30 Hawaiian Eye ABC W 9 Leave It To Beaver ABC Sat 8:30 News CBS M 
Amer, Home Prod, The Deouty NBC Sat 9 Carter, Whitehall, Amer. Chicle, Ralston, Colgate, Miles Whiteha! 
Armstrong Circle Theatre CRS W 10 Dobie Gillis CBS Tu ow Beecham, Lorillard, Lever, Miles, Loretta Young Show NBC Sun 10 Schlitz 
Asphalt Jungle ABC Sun 9:30 Donna Reed ABC Th 8 Metrecal Love & Marriage NBC M 8 One Happy 
Am. Chicle, Speidel, Beecham, The Ed Sullivan Show CBS Sun 8 Hennesey CBS M 10 Make That Spare — Sat 10:30 Outlaws NBC 
Pepsi, L&M, Cluett Peabody, Expedition ABC Tu 7 Hong Kong ABC W 7:30 Malibu Run CBS W 7:30 Colgate, 
Union Carbide, Armour Eyewitness to History CBS F 10:30 Kaiser, Armour, Derby, Cole- P. Lorillard Brown & 
Bachelor Father NBC Th 9 Father Knows Best CRS Tu 8 man, Man From interpol NBC Sat 10:39 Carbide 
Barbara Stanwyck Theatre NBC M 10 Kayser-Roth, Lever, Van Camp, Hitchcock Presents NBC Tu 8:30 Matty’s Funday Funnies ABC F 7:30 Ozzie & Hi 
Bat Masterson NBC Th 8:30 Scott lve Got A Secret CBS W 9:30 Maverick ABC Sun 7:30 Perry Como 
Bonanza NRC Sat 7:30 The Flintstones ABC F 8:30 1 Love Lucy CBS Sun 6 Reynolds, Armour, Kaiser, Nox- Perry Mason 


Amer, Tobacco, P&G 


Fight of the Week ABC Sat 10 


Clairol, Block Drug, Fedders 


zema, DuPont 





















































Notes: When participating programs and other programs have more than two CBS: 6/2 Belmont Stakes 4:30-5; 6/17 Slowe 
sponsors, names of sponsors appear with alphabetical listing below chart. 7:30-8:30; 6/18 Family Classics 9-10. 
a NBC: 6/6 Summer on Ice (color) 10-11; 6/1 
* httime ABC: 6/15 Ernie Kovacs Show 10:30-11; 6/16 Bell & Howell (color) 10-11; 6/19 “The Accomplice’’—rpt 10-11; 
» Close-Up! 1C-10:30; 6/22 Bell & Howell Close-Up! 10:30-11. 6/27 Dr. B. 10-11. 
i 
i ~ 
THURSDAY FRIDAY SATURDAY SUNDAY 
ABC cBs NBC ABC CBs NBC ABC cBSs NBC ABC cBSs NBC 
ABC ABC | 
News News | Meet the 
1 Love Lucy oo 
Twentieth 
— Century 
Texaco, News Texace, News Texaco, Prudential 
Huntley. P. Morris Huntley- Amer. Home Huntley- Wait Disney 
Brinkley Brinkley alt P. Morris | Brinkley Presents 
Report Report Report Gen. Mills 
Derby 
Lassie 
—_—_—— Campbell 
Sou 
News News ouD : 
irley Te 
matty" Dennis the 
atty’s Happy Menace 
Guestward Funday Brown & Best Foods 
Ho! Funnies Wmsn alt Kellogg 
Sports Mattel Dupont ; jo 7 
i P averic 
Wagon Train Bas well Rawhide Roaring "20's| "erry Mason 
Benne Reed Schlitz Harrigan Nationa 
One Happy Velvet 
Campbell Soup Ternolds Family Rexall 
J. & J. Saat The E 
‘ Sullivan Show 
Colgate- 
Palmolive 
~ Tab Hun 
The Price Is “Five Star Fastman- 
Right 7 Sw Bat Masterson on, . jubilee” — > Tall Man Lawman Kodak — 
3 calox J Sealtest sad ° esl R. J. Reynolds Schic 
Mi : Real McCoys 8. C. Johnson Hills Miles Massey hitehall 
P&G P. Lorillard ademsae Reynolds Ferguson Checkmate Whiteha’ 
j Route 66 
Bachelor Lawless The Deputy The Rebel 
My Three Father Years Gen. Cigar P&G G. E. Theatre 
- Sons Am. Home Brown & Sristol Myers Liggett Generali 
ds Chevrolet alt Wmson & Myers FBiectric 
Am. Tobacco Albert-Culver The hevy Sh 
Gunslinger 77 Sunset Lawrence lack Benny 
Tennesses Strip Way Out . Welk Program 
Erale Fer Liggett & Westinghouse Show Have Gun. I 
a = Playhouse Dodge Will Travel nea 
x yers ant’ ‘ State Farm 
Westinghouse} y R. Williams Lever Mutual 
The Whitehall The Nation's Asphalt — 
Untouchables | Future Jungle liniiec 
Suman Gunsmoke ep 
might Zone Liggett & Candid Camer: 
Peter Loves Robert an amera i 
Mary CBS Reports | Grewme marx | vayler’s ae The Fight of — Mvers Bristol Myers | aye Wann 
P&G 10-11 pr Block Detectives Asoett & the Week Remington Lever Pocrsen 
eee P&G — Michael Gillette Rand 
1 = | Shayne Consolidated 
alt. with 
| Cigar This ts Y 
Silents _— the Winston What's Life 
Please at jon The Lawand | Eyewitness to Man From Churchill— My Line Block a 
Consolidated = ):30 alt Mr. Jones History Interpol The Valiant All State 
Cigar 10-11 pm Firestone Glenbrock Years Kellogg 
Ed Dalton | S 
+ — (dr. 6/11 
. nck an Make That TBA) Sunday News 
ool + Seare Special 
a : . 5 B & Whitehal! 
, 5 Wmsn. Carter 
* ‘ Gillette 








Corp. 
Jack Benny Program CBS Sun 9:30 
Jack Paar NBC M-F 11:15 
Klondike NBC M 9 

Kraft Music Hall NBC W 9 
Laramie NBC Tu 7:30 


Pitt Plate Glass, Reechnut Life 


Lawman ARC Sun 8:30 
The Law and Mr. Jones ABC F 10:30 
P&G, Simoniz, Lorillard 
The Lawless Years NBC F 9 
The Lawrence Welk Show ABC Sai 9 
Leave It To Beaver ABC Sat 8:30 
Ralston, Colgate, Miles 
Loretta Young Show NBC Sun 10 
Love & Marriage NBC M 8 
Make That Spare ABC = 10:30 
Malibu Run CBS W 7 
P. Lorillard 
Man From interpol NBC Sat 10:39 
Matty’s Funday Funnies ABC F 7:30 
Maverick ABC Sun 7:30 
Reynolds, Armour, Kaiser, Nox- 
zema, DuPont 


Meet the Press NBC Sun 6 
Michael Shayne NBC F 10 
Fitt Plate Glass, P&G, DuPont, 


Beechnut 
Mr, Lucky CBS Sat 9 
My Three Sons ABC Th 9 
Naked City ABC W 10 
Bristol Myers, Brown & Wmsn, 
Haggar, Warner Lambert, Du- 
Pont, Am. Chicle, Union Carbide 
The Nation’ s Future NBC Sat 9:30 
National Velvet NBC Sun 8 
NBC Specials Tu 10 
New Comedy Showcase CBS M 10 
News CBS M-F 6:45; 7:15 
Whitehall, Philip Morris, Carter, 
Schlitz 
One Happy a =e Fs 
Outlaws NBC Th 7:3) 
Colgate, Beech iret Life Savers, 
Brown & Wmsn, DuPont, Union 


Carbide 
Ozzie & Harriet ABC W 8:30 
Perry Come NBC W 9 
Perry Mason CBS Sat 7:30 


Colgate, Parliament, Sterling, 


Drackett, Pream 
Pete & Gladys CBS M 8 
Peter Gunn ABC M 10:30 
Peter Loves Mary NBC W 10 
Play Your Hunch NBC F 9 
The Price Is Right NBC W 8:30 
Rawhide CBS F 7:30 


Nabisco, Gen, Foods, Philip 
Morris, Bristol Myers, Drackett, 
Colgate 

Real McCoys ABC Th 8:30 

The Rebel ABC Sun 9 

Red Skelton CBS Tu 9:30 

Rifleman ABC Tu $8 

Roaring '20’s ARC Sat 7:30 
Mennen, Derby, Miles, Swiss 
Watch, Foster Grant, Brown & 
Wmsn, Gillette, Simoniz, Mead 


Johnson 
Robert Taylor’s Detectives ABC F 10 
Route 66 CBS F 8:30 
Chevrolet, Mariboro, Sterling 
77 Sunset Strip ARC F 9 
American Chicle, Whitehall, Corn 
Prds, Beecham, R. J, Reynolds 





Shirley Temple NBC Sun 7 nut 
Silents Please ABC Th 10:30 Hel 
Consolidated Cigar, Campbell, Tom Ey 
Derby, Miles To Tell 
Specials NBC F 9:00 Twentie 
Sports Spectacular CBS Thu 7:30 Twiligh 
Stagecoach West ABC Tu 9 U.S. § 
Simoniz, Brown & Wmsn, Miles, The Un 
Ralston, Gillette L& 
Sunday News Special CBS Sun 11 hal 
Surfside 6 ABC M 8:30 Wagon 
Brown & Wmsn, Pontiac, White- Rey 
hall, Johnson & Johnson lon, 
Tab Hunter NBC Sun 8:30 walt D 
Tales of Wells Fargo NBC M 8:30 -_ 
Tall Man NBC Sat 8:30 
Reynolds, Block Drug, Mennen Way 0 
Tennessee Ernie NBC Th 9:30 Westing 
Texaco, Huntley-Brinkley Report NBC Whisper 
M-F 6:45 Winstor 
Esquire, Mutual of Omaha Years 
This Is Your Life NBC Sun 10:30 What's 
Thriller NBC Tu 10:30 Wyatt 
Glenbrook, Am, Tobacco, Beech- Zane G 





s 9-10, 
color) 


6/17 Slowest Gun in the West 


10-11; 6/13 TV Guide Awards 


plice’’—rpt 10-11; 6/20 JFK #3 10-11; 


amera 
fvers 
r 


National 
Velvet 
Rexall 


Loretta Young 


Toni 
alt Warner- 
Lambert 


This ts Your 
Life 
Block alt 


nut Life Savers, Mead Johnson, 
Helene Curtis 
Tom Ewell Show CBS Tu 9 
To Tell the Truth CBS M 7:30 
Twentieth Century CBS Sun 6:30 
Twilight Zone CBS F 10 
U. S. Steel Hour CBS W 10 
The Untouchables ABC Th 9:30 
M, Armour, Beecham, White- 
hall 
Wagon Train NBC W 7:30 
Reynolds, National Biscuit, Rev- 
lon, Nabisco 
Walt Disney Presents ARC Sun 6:30 
Campbell, Canada Dry, Derby, 
Dixie Cup, Metrecal, Swiss Watch 
Way Out CRS F 9:30 
Westinghouse Playhouse NBC F 9:30 
Whispering Smith NBC M 9 
Winston Churchill — The Valiant 
Years ABC Sun 10:30 
What's My Line CBS Sun 10:30 
Wyatt Earp ABC Tu 8:30 
Zane Grey Theatre CBS Th 8:30 








“RCA Victor distributors tell 
me they select the WLW Tele- 
vision Stations to advertise 
RCA Victor Color sets because 
they're among the Colorcast- 
ing leaders in the nation... 
with their Color TV engineering 
skills, wonderful Color pro- 
gramming, and Color selling 


~ pin 


Jack M. Williams, Vice Pres. 


“WLW Television Stations 
have gone ail out to sell RCA 
Victor Color TV sets in the 
grand tradition of the Crosley 
Broadcasting group . . . cover- 
ing store fronts and home 
fronts to really mean business 
for RCA Victor. Advertisers 
have a pot of gold waiting for 
them at the end of the WLW 
Television Color rainbow!" 


Raymond W. Saxon, Vice Pres. 
Marketing 
RCA Sales Corporation 


Call your WLW Representative . . . you'll be glad you did! 


the dynamic Crosley Stations 8 


Crosley Broadcasting Corporation, a division of Arco 
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Television Age Network Program Chart—Daytime 


9:15 


PREG REEE EEE? 


Daytime Index 
*ABC “Operation Daybreak” adver- 
tisers 


Charles Antell, American Home 
Products, Armour, Babbitt, Bon 
Ami, Brillo, Bristol Myers, 
Carters, Chesebrough-Ponds, Dr. 
Pepper, DuPont, Ex-Lax, Fil- 
berts, Gen. Foods, J&J, Lady 
Clairol, Lehn & Fink, Lever, P. 
Lorillard, M&M, Metrecal, Minn. 
Mining, Mortons, Northam War- 
ren, Plasti-Kote, Staley, Sterling 
Drug, Warner Lambert, Welch, 
Uncle Ben's Rice 

ABC's Wide World of Sports ABC 

Sat 4 

R. J. Reynolds, Gen. Mills, 
Carter, Humble Oil, Bristol-Myers 

Accent CBS Sun 12:30 

About Faces ABC M-F 1* 

Adventure Theatre NBC M-F 4:30 

Amateur Hour CBS Sun 5 

American Bandstand ABC M-F 4 
Beech-Nut, Welch, Toni, Lever, 


pei 8 


1961 








Plough, Charles Antell, Stridex, 








CBS News CBS M-F 1 





Pillsbury, Mennen, 


Noxzema, Carter, Northam War 
ren, Lambert & Feasley, Vick, 
J&J, Minnesota Mining Mfz., 
M&M, B. F. Goodrich 

As The Worid Turns CBS M-F 1:30 
Procter & Gamble, Carnation, 
Sterling, Pillsbury, Nabisco, H. 
Curtis, R. T. French, Quaker 
Oats, Lipton 

Baseball Game of the Week CBS Sat 

& Sun 2 

The Brighter Day CBS M-F 4 
Drackett, Vick. Borax, 
Best Foods, R. T. French 

Camouflage ABC M-F 12 

Camera Three CBS Sun 11:30 

Captain Gallant NBC Sat 5:30 

Captain Kangaroo CBS Sat 9:30 

**CBS Morning Minute Pian M-F 

10-12 

Complete listing of participating 
advertisers TBA 


Lever, 


CBS News CBS Sat 12:30 

CBS News CBS Sun 12:55 

College Bow! CBS Sun 5:30 

Concentration NBC M-F 11:30 
Alberto-Culver, Lever, Frigidaire, 
Heinz, Miles, Nabisco, Whitehall, 
Mennen, Gen, Mills, Simoniz, 
Jergens, Bauer & Black 

Day in Court ALC M-F 2* 

Detective’s Diary NBC Sat 12:30 

Directions "61 ABC Sun 1 

Double Exposure CBS M-F 11:00** 

Eichmann On Trial ABC Sun 4 

The Edge of Night CBS M-F 4:30 
P&G, Sterling Drug, Pillsbury, 
Nabisco, H. Curtis, R, T. French, 
Drackett, American Home Prod., 
Nestle 

Face The Facts CBS M-F 2:00 

From These Reots NBC M-F 3:30 
Simoniz, Plough, Beechnut, 
Purex, Lever, Bauer & Black, 
Nabisco, 


Colgate, Toni, Borax, 


Frontiers of Faith NBC Sun 1:30 

Fury NBC Sat 11 
Miles, Nabisco, Sweets 

The Gale Storm Show ABC 11* 

The Guiding Light CBS M-F 12:45 

Here’s Hollywood NBC M-F 4:30 
Colgate, Whitehall, Culver, Beech- 
nut, Gen. Mills, Heinz, Simoniz, 
Jergens, Toni, Bauer & Black, 
Mennen 

House Party CBS M-F 2:30 
Lever, Chicken of the Sea, Carna- 
tion, Pillsbury, J. B. Williams, 
Drackett 

| Love Lucy CBS M-F 10** 

Issues and Answers ABC Sun 4:30 

it Could Be You NBC M-F 12:3u 
Whitehall, P&G, Alberto-Culver, 
Nabisco, Miles, Heinz, Toni, Ex- 
Lax 


Jan Murray Show NBC M-F 2 
Whitehall, Borax, Toni, Colgate, 
Jergens, Ex-Lax, Plough 


MONDAY-FRIDAY SATURDAY SUNDAY 
ABC CBS NBC ABC CBS NBC ABC CBS 
a [a | | 
SS = — ——E ———E 
| j 
| 
| Captain 
| Kangaroo | 
| partic. | 
‘ee . —t 9:30-10:30 [aan panes —_ 
color Lamp Unte 
1 Love Lucy Say When My Feet 
(sust) 
— + —— - 
ge icra 7 Look Up 
Video Village Huneh Mighty Mouse s & Live 
1m Piayhouse (sust) 
Colgate 
Macic Land 
Pri 
The Gale Double Right = Fury 
Storm Show Exposure S 
= — | + - 
Love That Surprise a Rogers — Lone Ranger Camera Three 
Bob Package Concentration Nestle Gen. Mills (sust) 
Love of Lif oe True Story 
o le : 
Camouflage Truth Or Nabisco Sentias 
Consequences 
Search For 
jorrow Accent 
Number — it Could Be CBS News n Pip the Piper (sust) 
Please ———a You Detective’s Gen. Mills 
The Guiding ‘lor Diary 
Light Glenbrook News 12:55 
P&G j Simoniz 
1-1:05 
About Faces CRS News 
Directions '6! 
Midday Report Mr. Wizard 
i (sust) 








3:00 


30 


3:45 


4:00 


4:15 


4:30 


4:45 


5:00 


5:30 








ch- 
iz, 
ck, 


MONDAY-FRIDAY 
ABC CBS 





Day ta Court 


Face The 
Facts 
Lever, Best 
Foods. 


(sust) 


Seven Keys 
House Party 


Queen For 


The 
A Day Millionaire 


Who Do Yeu The Verdict 
Trust ts Yours 


The Brighter 
American Da 
Bandstand 
part (te 5:30) 


The Secret 
Storm 





King Leonardo & His Short Subjects 
NBC Sat 10:30 
Lamp Unto My Feet CBS Sun 10 
Lone Ranger NBC Sat 11:30 
Lone Ranger ABC W 5:30 
Gen. Mills 
Look up anu Live CBS Sun 10:30 
The Loretta Young Theatre NBC M-F 
2:30 
Frigidaire, Heinz, P&G, Gen. 
Mills, Beechnut, Miles, Borax, 
Pillsbury, Mennen 
Love That Bob ABU M-F 11:30* 
Love of Life CBS M-F 12 
American Prods, Lever, 
R. T, French, Quaker Oats, Na- 
bisco, Nestle 
Magic Land of Allakazam CBS Sat 


ll 
Major League Baseball NBC Sat & 
Sun 2:30 
Make Room for Daddy NBC M-F 4 
Heinz, Culver, P&G, Frigidaire, 
Borax 


+ + 


The Leretta 
Young Theatre 


Youngs 
Dr. Malone 


From These 
Roots 


Make Room 
for Daddy 


ABC's Wide 
World 
of Sports 





Matty’s Funday Funnies ABC Sun 5 

Midday Report ABC M-F 1:25 

Mighty Mouse Playhouse CBS Sat 

12:30 

The Millionaire CBS M-F 3 
Drackett, Gerber, R. T. French, 
Best Foods, Nabisco, Nestle, 
Kodak, Lever 

Mr. Wizard NBC Sat 1 

National League Football Games CBS 

Sun 2 

News CBS Sun 11:55 

News NBC M-F 12:55 
Gen. Mills 

Number Please ABC M-F 12:30* 

Pip the Piper ABC Sun 12:30 

Play Your Hunch NBC M-F 10:30 
Miles, Heinz, Simoniz, Sterling, 
Colgate 

Queen For A Day ABC M 3* 

The Price is Right NBC M-F 11 
Lever, Heinz, Alberto-Culver, 


+ Major League 


of the Week 
(co-sponsor- 
ship) 


Baseball 
(Various 
Regional) 


Eichmann 
On Trial 


Issues & 
Answers 


GE College 
Captain 
Gallant 
Gen. Mills 


Rocky and 


His Friends | Gen. Electric 








Miles, Beechnut, Glenbrook, Gold 
Seal, Toni, Union 
Rin Tin Tin ABC M & F 5:30 
Gen. Mills, Sweets, Gilbert 
Rocky and His Friends ABC Sun 
5:30, Tu & Th 5:30 
Gen, Mills, Am. Chicle 
Roy Rogers CBS Sat 11:30 
Ruff & Reddy NBC Sat 10:30 
Saturday News CBS Sat 12 
Say When NBC M-F 10 
Beechnut, Glenbrook, 
Digest, Ex-Lax 
Search For Tomorrow CBS M-F 12:30 
The Secret Storm CBS M-F 4:15 
American Home Prods, R. T. 
French, Quaker Oats 
Seven Keys ABC M-F 2:30* 
Shari Lewis NBC Sat 10 
Sky King CBS Sat 12 
Sunday Sports Spectacular CBS Sun 2 


Reader's 


Amateur Hour 
J. B, Williams 


Major League 
Baseball 
(Various 
Regional!) 


Time: Present 
Mutual of 
Omaha 


Schlitz, Liggett & Myers, Carter 
Bristol Myers 

Surprise Package CBS M-F 11:30** 

Time: Present NBC Sun 5:30 

True Story NBC Sat 12 
Dow, Simoniz, Sterling 

Truth Or Consequences NBC M-F 13 
Miles, P&G, Culver, Nabisco, 
Whitehall, Heinz, Frigidaire 
Beechnut, Jergens, Toni, Mennen 

UN in Action CBS Sun 11 

The Verdict Is Yours CBS M-F 3:30 
Lever, Sterling Drug, R. T. 
French 

Video Village CBS M-F 10:30°* 

Washington Conversation CBS Sun 12 

Who Do You Trust ABC M-F 3:30° 

Young Dr. Malone NBC M-F 3 
Miles, Culver, Mennen, P&G. 
Gen, Mills, Glenbrook, Jergens. 
Lever, Borax, Toni 





Boost SPOT 


Get peak 


Advertisers are prone to “‘buy on sight”’ and stay sold 
once they view the excellence of spots made on RCA 
equipment. Picture quality is virtually “built in.” 
RCA’s multiple monitoring checks assure the highest 
quality production. You can check through the entire 
system .. . and be confident you are getting the best 
results at all times. Moreover, you can obtain a perfectly 
aligned picture in seconds thanks to RCA electronic 
quadrature adjustment for both record and playback. 


RCA’s “convenience features” save time and money in 
production. A central control panel puts the entire 
operation at the user’s fingertips. A continuously vari- 
able speed control enables you instantly to cue-up any 
spot on tape. Speed can be slowed until audio becomes 
intelligible for cueing. And precision headwheel inter- 


Find out how the RCA TV Tape Recorder 
can help you produce the most saleable 
commercials and programs. See your RCA 
representative. Or write to RCA, 

Dept. TC-278, Building 15-1, Camden, N.J. 


income with 


quality... production 


changeability —for color, too—means you can playbac 
any tape on any machine, regardless of where mad 


Special RCA safeguards protect your production agains 
loss. Simultaneous control track monitoring assures yo 
of a control track as you record. (A tape without 

control track is worthless.) And you get simultaneo 

audio playback as well. You save lost production tim 
re-dos, talent costs. Only RCA provides these multip| 
means of protection. 


Advertisers will appreciate the difference an RCA T' 
Tape Recorder will make in your spot production. You’ 
find a satisfaction in operation without parallel. An 
service after the sale is the type that only RCA wit 
its broad background in television can perform. 


The Most Trusted Name in Television 


® RADIO CORPORATION OF AMERICA 





















o that sellers of spot know the 

kind of thinking they’re up 
against in the continuing struggle to 
offset network expansion of participa- 
tion programming, the thoughts of 
Harold Temple, president and chief 
executive officer of P. Lorillard Co., 
as delivered to a recent stockholders 
meeting, are of interest. 

Pointing out that today’s marketing 
picture encompasses 47 million tv 
homes, 505 tv stations and six hours 
of viewing per day per average home, 
the tobacco chieftain said the phi- 
losophy of “reach”—telling your com- 
mercial story to as many people as 
possible as often as possible, and at 
the lowest possible cost— had sup- 
planted the 
theory of 


previously dominant 


sponsor identification. 
Sponsoring a program, he explained, 
involves an association of the product 
with the show, and the show with the 
product, to the mutual advantages of 
both. Here, an advertiser counts on 
reaching the same audience regularly, 
creating new customers and solidify- 
ing old ones through constant repeti- 
tion of his commercial messages, and 
indirectly relying on an element of 
“sratitude” on the viewer's part to 
cause him to purchase the product. 
“With the new theory of reach, 
repetition, continuity and gratitude 
are discounted,” Mr. Temple said, 
“and the all-important factor is the 
number of people exposed to the com- 
mercials.” Citing the growing trend 
to hour-long shows, he told the Loril- 
lard shareholders that this season 


firdis as many 60-minute programs on 


TELEVISION AGE 









a review of 
current activity 
in national 
spot tv 


the air as half-hours. “Further, the 
hour shows are attracting greater 
audiences — 8.9 million viewers per 
average program last year compared 
io 8.4 million for the average half- 
hour show.” 

Inasmuch as the purchase of several 
hour shows, in order to get maximum 
reach, is exhorbitantly expensive, 
Lorillard accepted the participation 
arrangement wherein buying into an 
hour-long program “becomes some- 
thing of a bargain. For example, if 
one minute of commercial time on a 
half-hour program is $40,000, then a 
similar period during an hour-length 
show, with other sponsors partici- 
pating, would cost $35,000. Breaking 
this figure down, with the total audi- 
ence figures, we get an average cost 
of $3.93 to reach 1,000 people on an 
hour show, versus $4.74 to reach a 
similar number during a half-hour 


program.” 





At Benton & Bowles, Inc., New York, 
Tom Focone recently took over as 
media buyer on American Express, 
Western Union and others. 
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REPORT 


The tobacco firm, after weighing 
the merits of both the sponsorship and 
reach theories of advertising, decided 
to go with each. Consequently, it 
sponsored three programs and par- 
ticipated in four others. “Because of 
the dramatic and continuing growth 
of television, and because of its power 
as a sales medium, we spend a larger 
proportion of our advertising dollar 
in television than in any other 
medium,” Mr. Temple concluded. . . . 
not having mentioned spot tv at all. 


* * * 


With the networks reputedly able 
to offer some of the assets of spot 
through participation shows, news- 
papers have been moving strongly to 
match broadcast on another point 
that of discounts to national adver- 
tisers. At the recent convention of the 
American Newspaper Publishers As- 
sociation in New York, it was noted 
that 285 papers are now offering more 
than 50 forms of discounts. In 1956 
only 38 papers had discount plans, 
and only 58 had such plans in 1958. 
Among current and upcoming spot 
campaigns from agencies and adver- 
tisers across the country are the 
following: 


ALBERTO-CULVER CO. 
(Compton Adv., Inc., Chicago) 


Having decided to continue its spot 
activity indefinitely, this maker of 
various hair-conditioning products starts 
new placements of filmed minutes next 
week in 30-40 top markets. The schedules 
will run until year-end, with both male 
and female audiences sought. Cecilia 
Odziomek is the timebuyer. 

(Continued on page 60) 
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“Charlotte's WSOC-TV... 
an excellent tv station” —Hope Martinez, 
SRA Timebuyer of Year 


“WSOC-TV has proved 
itself an excellent television 
station. Well programmed 
and well managed, 
WSOC-TV carries many of 
BBD&O’s clients’ schedules 
reaching the important 
Charlotte area.” 


HOPE MARTINEZ 
Batten, Barton, Durstine 
& Osborn, inc.—New York 


Congratulations to BBD&0’s Hope Martinez, winner of the New York 
Station Representatives Association Silver Nail Award as “Top Time- 
buyer of the Year.” And a special thank you, Miss Martinez, for the 
nice words you have for Chariotte’s WSOC-TV. Here in America’s 19th 
largest television market Carolina veiwers heartily endorse your 
comment... for them, WSOC-TV is indeed well programmed! CHARLOTTE S—NBC and ABC. Represented by H-R 


WSOC and WSOC-TV are associated with WSB8B and WSB-TV, Atlanta, WHIO and WHIO-TV, Dayton 
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The Buyer Talks About .. . 
PERSONALITY 


Back in the mid-’40s, there was a popular song to the effect that every- 
thing would work out fine so long as you had personality. Quite a few 
advertisers have found that what was true then is true today, but their 
definition of the word “personality” is a little different: it’s applied to 
the local televised master of ceremonies on a children’s program, a 
sportscast or news show, or the daytime women’s sessions. 


The timebuyer in New York is often relatively unaware of the im- 
portance of a “personality” in smaller, less sophisticated markets. Many 
of these people possess an authority and power on a local level similar 
to that of a Godfrey, Garroway, Paar or Moore on the national scale. 


Because of this, a spot schedule built around a personality can often 
have an effect considerably stronger than a regular schedule. 


There are certain kinds of advertisers who can employ the. services of 
product spokesmen better than others—soaps, foods, household items 
can easily fit into most of the female-hosted shows; candies and toys 
can use the kid-show emcees; beer, cigarettes, gasoline all fit into the 
sports or news programs. Many of the drug products have less chance 
for a personality push, but even in this field some of the teen-ager’s 
complexion items and others have been successful. 


The intelligent buyer who is working on the right kind of product 
will do well to investigate the personalities available in his markets. 
When a performer has an audience of women who have traveled miles 
just to see his show, it’s highly probable that the same women will buy 
a product if the performer asks them to. 


While it’s always of value actually to see a personality work in his 
market, few buyers can travel enough to see them all. Information on 
the local stars, however, is readily available from the representatives— 
who will supply you with everything from testimonials to ratings, to fan 
mail, to in-person visits when the performer comes to New York. Even 
though a personality-program’s rating isn’t quite up to the competition, 
it sometimes doesn’t hurt to check the rep on the kind of job the per- 
former does. 

Highly important is the off-camera work of the performer. Does he 
play a large part in community activity? Does he do personal appear- 
ances, or help fund-raising efforts? Often newspaper pictures of his 
local endeavors help illustrate that the personality is more than a part 
of show business—he’s a respected member of the community. 

One thing that can make an advertiser shy away from use of a per- 
sonality is the talent payment that’s involved if the commercial is done 
live. Certainly it may be cheaper in cost to run a film spot, but the cost- 
per-sale might be lower if the personality does the announcement his 
way and gets more sales out of the audience. 


As with any kind of buying, it’s a matter of course to inform the client 
that you’re thinking about buying—or have already scheduled—a per- 
sonality in such-and-such a market. It’s possible the advertiser has tried 
it in the past and didn’t care for the results, or he might want to do 
some special promotion around the personality. 


A major problem in many areas, to be sure, is the matter of getting 
into a personality-program in the first place. Many shows have long 
waiting lists, which rules them out for campaigns decided on overnight. 














by 
Hugh Kibbey 


CRM V 


Super Salesmen! 


@ Friend of mine up in Anderson 
who's a district sales manager for 
a national company was at our 
house the other Sunday, bubbling 
with enthusiasm about a new 
salesman he just hired. This new 
man was picked from a neighbor- 
ing city to cover that area on be- 
half of the company. 

“He knows just about everyone 
and they know him,” was my 
friend's comment. “And he doesn't 
have to waste his time introducing 
himself.” 

One of the first principles ofsales 
is selling yourself—a respected 
salesman is well on his way to get- 
ting results. How like the opportu- 
nities in local spot television. 

We have locally known, respected 

and loved personalities on Chan- 
nel 6 whose identity with your 
product means the same advan- 
tages for you and your sales mes- 
sage... “he knows just about 
everyone and they know him.” 
Their popularity and their sales 
records have long been estab- 
lished. They know the market, they 
know the customers, they speak 
their language and they know how 
to sell them. 

Like my friend in Anderson, a 
number of other national compa- 
nies have discovered the advan- 
tages of locally known and re- 
spected salesmen. KATZ and | 
would be glad to introduce you to 
our personalities who, with the 
electronic magic of television's 
double-impact sight-and-sound, 
demonstrate selling can produce 
results for you... right here 
on Channel 6! 



































































































































































































































CHANNEL 


WFBM 


INDIANAPOLIS 
BASIC NBC-TV AFFILIATE 
A Service of TIME-LIFE B 
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Agency 


John Hoagland, vice president and 
associate broadcast director at 
Ogilvy, Benson & Mather, Inc., New 
































York, was named director of broad- 
casting for the agency. 

Jules Bundgus, since 1958 director 
of tv-radio at Kastor Hilton Chesley 
Clifford & Atherton, Inc., joined 
Ted Bates & Co., Inc., as senior tv 
supervisor on the Colgate-Palmolive 
Co. account. 

Laurence Frerk moved to Need- 
ham, Louis & Brorby, Inc., Chicago, 





Adds 


as assistant manager of promotion 
and merchandising in the agency's 
tv-radio programming department. 
He previously was promotion direc- 
tor of wpTa-Tv Fort Wayne. 

Larry LaBelle, formerly head of 
the tv art department at Knox- 
Reeves Advertising, Inc., joined 
Campbell-Mithun, Inc., Minneapolis, 
as tv creative supervisor. 

Vincent J. Daraio, vice president 
and account executive at Hicks & 
Greist, Inc., was named vice presi- 
dent in charge of radio and tele- 
vision at the agency. 

Hoyt E. Allen joined Fuller & 
Smith & Ross, Inc., as executive 
producer for Alcoa broadcast com- 
mercials. He was most recently with 
Foote, Cone & Belding, Inc., and 
before that served for some years 
at Benton & Bowles, Inc. 

Rolf Brandis, tv-radio director at 
Edward H. Weiss & Co., Chicago, 
added the title of vice president at 
the agency. 

Holmes E. Leed, director of the 
tv-radio department at Strauchen & 
McKim, Inc., Cincinnati, was ap- 
pointed a vice president. 
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Spot (Continued from page 57) 


AMERICAN EXPRESS 
co., INC. 
(Benton & Bowles, Inc., N. Y.) 


A Tele-Scope item to the effect that 
American Express was considering tv 
advertising that ran nearly three years 
ago bore fruit shortly afterwards when 
the company entered network as a 
golf-tournament sponsor. At mid-month, 
however, Traveler's Checks made their 
first appearance in spot tv, with a 
13-week campaign of 12 ID’s weekly 
getting under way to run through August 
5th, on WCBS-TV, WABC-TV and WNBC-TV 
New York. Plans to expand into other 
areas are indefinite pending results of 
the intial drive. Tom Focone is 

the timebuyer. 


AMERICAN HOME PRODUCTS 
CORP. 
(Ted Bates & Co., Inc., N. Y.) 


One of several products listed this 
issue as using the still-novel 30-second 
spot length, BLACK FLAG insecticide 
began its spring-summer campaign at 
mid-month. Filmed minutes are also 
running in the six-week drive, with 
daytime primarily used. Jack Flynn is 
the timebuyer. 


ASSOCIATED PRODUCTS, INC., 
5-Day Laboratories 
(Doyle Dane Bernbach, Inc., N. Y.) 


As noted here May 1, 5-DAY deodorant 
breaks next week with a 13-week 

campaign in a large group of top markets 
across the country, Minutes in late-night 


| slots and prime-time 20’s will be used. 


Nate Rind is the timebuyer. 


BLOCK DRUG CO. 


(Lawrence C. Gumbinner Adv. 
Agency, Inc., N. Y.) 

While it’s used some network exposure, 
MINIPOO shampoo from this drug firm 
is currently testing spot in a small group 
of selected markets, using minutes in day 
and night slots to reach a female 
audience. Al Sessions is the timebuyer. 


CHESEBROUGH-POND’S INC. 


(Norman, Craig & Kummel, Inc., 
N. Y.) 


After a brief hiatus following its spring 
campaign, VASELINE hair tonic returns 
at issue date for an eight-week summer 
promotion. Filmed minutes in non-prime 
evening and late-night slots are used 

to hit the male viewer. About 40 markets 
are bought. Al Silverman is the timebuyer. 


COOK CHEMICAL CO. 
(Del Wood Associates, N. Y.) 


From this relatively young agency comes 
a huge campaign on REALKILL 
insecticide, with reportedly more than 
200 stations currently running brief 
schedules of day and night filmed 
minutes, Jason Darrow and Bill Ziegler 
are the buying contacts. 


CONSUMER LABORATORIES 


(Miller, Mackay, Hoeck & Hartung, 

Inc., L. A.) 

New to Spot Report, this maker of 

TIREND, an energy tablet, PRONITE, 
(Continued on page 62) 
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Profile > ee ee pe te 
R= Bumstead, heading media 


at the eastern division of Mac- 
Manus, John & Adams, Inc., sees the 
need for the Station Representatives 
Association or the individual rep 
firms to go to bat for the ID. “Some- 
one should show the advertisers and 
the agencies how to properly use this 
commercial,” the media director said, 
“especially as a creative media tool. 

“The ID appears to be short- 
changed in copy—probably because 
of its brevity,” Mr. Bumstead pointed 
out. “But look at outdoor advertis- 
ing. There’s adequate copy on a bill- 
board, yet the motorist sees the mes- 
sage only for a few seconds, no more 

-and sometimes less—than the span 
of an ID. 

“Just because the ID is the least 
in commercial seconds and dollars 
doesn’t mean it’s the least in impact. 
Used strategically and with heavy 
saturation, this commercial can be a 


ROGER BUMSTEAD 





potent and effective selling tool. 

“Station people might start ac- 
quainting themselves with the agen- 
cies’ creative people,” Mr. Bumstead 
emphasized. “Representatives should 
include the copy group on their pre- 
sentations and even send mailings to 
these people on new—or old—tech- 
niques to make the ID or other tv 
buys effective.” 

Mr. Bumstead acknowledged the 


However,” 


pride of the copy group. 
he noted, “the copy people might be 
sold by someone outside the agency, 
i.e., station people, rather than some- 
one in their own shops, to take a 
second look at the ID. 

“One of the best things done in 
behalf of radio six years ago was a 
project undertaken by the Radio Ad- 
vertising Bureau. A collection of top 
radio commercials was taped for the 
benefit of the creative people. As far 
as I know, television has no such 
equivalent. Sure, film houses might 
collect tv commercials,” he added, 
“but this is done for film techniques, 
content or strategy, not for copy. 
Someone in the industry should start 
the ball rolling to rehabilitate the 
lifeless ID.” 

Mr. Bumstead, oversees the buying 
on White Rock Corp., S. B. Thomas, 
Inc., and other accounts. He buys on 
Minnesota Mining & Manufacturing 
Co.: Scotch Brand Transparent Tape 
and Scotchgard Stain Repeller. 





at WGY ..the difference 


between being listened to 
and just being heard is the 


difference between selling 





and not selling. People listen 
to WGY for its personality 





programming.* From sign on 











to sign off....WGY sells. 


*Charles John Stevenson, one of radio’s 
truly “‘old school” philosophers, humorists 
and salesmen, captures the early morning 
audience. Bill Edwardsen, named “‘Radio 
Man of The Year” in 1960 by the area’s 
most outspoken critic, follows with good 
music, humor and useful information. 
At 9:30 a.m., Martha Brooks, 25 year 
WGY veteran, follows with 30 minutes 
of talk on everything from politics to 
pickles. Erudite Joe Roulier fills the 
balance of the morning followed by Don 
Tuttle’s award winning Farm Paper of 
the Air. The afternoon brings more of 
Joe and Bill followed by Herb Koster’s 
solid 15 minute sports report. Early 
evenings are in Leon Kelly’s capable 
hands with an unusual mixture of stories 
and music. Add to these the authority of 
weatherman, Howard Tupper; jazz ex- 
pert, Dave Kidd; concert host, Bob 
Stone; and news-in-depth reporter George 
Marriott, and it’s easily understandable 
why people in Northern New York and 
Western New England listen to WGY. 
This is personality programming. 92-21 


WGY sii 

90 KW 
A GENERAL ELECTRIC STATION 
ALBANY + SCHENECTADY - TROY 


Represented nationally by Henry |. Christal Company 
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Spot (Continued from page 60) 


a sleeping aid and ORAGEN, a dietary 
supplement, is launching extensive spot 
campaigns on the products in Los 
Angeles, Seattle and Portland. The drives 
are expected to run several months, 
with good results pessibly providing basis 
for expansion to other markets. Harry 
Roe is the contact. 


CREATION SALES CORP. 
(Bruns & Hodgson, New Haven) 


A new toy product from this firm, 
SKIP-STICK, was introduced in New 
York last summer through another 
agency, and evidently did well enough 
to move into about 40 markets this year. 
Both live and filmed minutes in juvenile 
programming are set for summertime 
runs as the product is primarily an 
outdoor toy. Additional markets might 
be set in future weeks. Agency head 
Fred Bruns is the contact. 


CROWN CENTRAL 
PETROLEUM CORP. 


(Al Paul Lefton Co., Inc., Philadel- 
phia) 

As it did last year, this gas-station 

firm starts its summer drive at about 
issue date, using filmed ID's and 30- 
second spots in a group of selected 
markets throughout its regional spread 
of southern and southwestern states. 
The prime-time placements will run about 
10 weeks. Eileen Moore is the timebuyer. 


D-X SUNRAY OIL Co. 
(Potts-W oodbury, Inc., Kansas City) 


One of the mainstays of syndicated 
programs during the past few years, 
this petroleum firm is reported looking 
for both half-hours and spot availabilities 
throughout its marketing area in the 
midwest and southwest. Activity is 
heaviest in Oklahoma, Texas and Missouri, 
with the campaign to get under way 

next week and run 26-52 weeks, 
depending on the market. Kelly O'Neill 
is the buying contact. 


E. & J. GALLO WINERY 
(BBDO, New York) 


Where this wine-maker used springtime 
spot last May-June in a handful of 
eastern markets, it plans to run only 

in New York this summer and currently 
has schedules going on the three network 
flagships in that market. Conneccticut 
placements recently expired, and 

activity in the five eastern states handled 
by BBDO headquarters isn’t expected to 
start perking until next fall. Marv 
Shapiro is the timebuyer. 


GILLETTE SAFETY RAZOR 
CORP. 


(Maxon, Inc., N. Y.) 


Last reported in Tele-Scope, Dec. 26, 
1960, as setting 18 markets for 39 
weeks, Gillette was to add more areas this 
spring, but changed its plans. The 
original markets will continue running 
male-audience minutes through the 
summer, but as yet there are no definite 
plans for September when the schedules 
expire. Charles O'Donnell is the timebuyer. 


GLAMORENE, INC. 
(Riedl & Freede, Inc., Clifton, N. J.) 


An arnouncement elsewhere of an 
upcoming spot campaign on new 
GLAMORENE spray starch appears 
somewhat premature, with a contact 
noting that distribution is expected to 
take six to eight weeks to set up—then 
a radio campaign will precede any 
spot activity. A few major markets 
will be concentrated on initially. 
Lorraine Schultz is the timebuyer. 


HASSENFELD BROS., INC. 
(Bruns & Hodgson, New Haven) 


Having moved its account a few months 
ago from Grey Advertising Agency, 

Inc., this toymaker is currently readying 
fall plans that smack of something 
different in the field. The program should 
run in two parts—one a saturation 
schedule of ID’s in a great many markets 
to promote the HASBRO name and 
quality, and the other, schedules of 
kid-show minutes on specific items. 

A September start is likely, with the 





ID’s in some markets continuing 
through the following spring. Fred 
Bruns is the contact. 


HELENE CURTIS INDUSTRIES, 
INC. 

(McCann-Erickson, Inc.; Campbell- 
Mithun, Inc., Chicago) 

While SUAVE hair-creme kicked off a 
four-week summer campaign of minutes 
last week in 10 selected markets, SPRAY 
NET staris a six-week drive late this 
week in about 30 major areas. Night and 
day minutes are aimed at female 
audiences in both instances. Mary Petr 
is the Suave buyer at C-M:; Ruth Leach 
buys at M-E on Spray Net. 


IDEAL TOY CORP. 

(Grey Adv. Agency, Inc., N. Y.) 
Having set Mighty Mouse Playhouse 
as the first of three network programs to 
be used this fall, Ideal bought Mister 
Magoo on a co-sponsor basis on WNEW-TV 
New York, with the program to run 
once weekly from Sept. 21st. Company 
and agency men are currently visiting 
stations throughout the country to set 
similar program buys and spot schedules 
for the pre-Christmas push. Jerry Rettig 
is the timebuyer. 


INTERNATIONAL SHOE CO. 
(Krupnick & Associates, Inc., St. 
Louis) 


Folowing up the item here last issue on 
International’s fall “spotacular,” the 
following markets start four to eight 
weeks of kid-show minutes about the 
middle of August: Amarillo, Atlanta, 
Augusta, Baltimore, Baton Rouge, 
Birmingham, Boston, Buffalo, Charleston, 
Chicago, Cleveland, Columbia (S. C.), 
Columbus, Dallas, Davenport, Dayton, 
Denver, Des Moines, Detroit, Duluth, 
El Paso, Fresno, Houston, Indianapolis, 
Jackson, Jacksonville, Kansas City, Little 
Rock, Los Angeles, Louisville, Memphis, 
Miami, Minneapolis, Mobile, Nashville, 
New Haven, New Orleans, New York, 
Norfolk, Oklahoma City, Omaha, 


(Continued on page 64) 





Why settle for ratings alone 
when TvAR Audience Dimen- 
sions pinpoint viewing in a new 
way... by age of adults, age of 
kids, mothers of young chil- 
dren, pet owners. And so on. 
Another unique service of... 













TWAR 


TELEVISION ADVERTISING REPRESENTATIVES, INC. 
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Personals 


CATHY FARRELL has joined Sulli- 
van, Stauffer, Colwell & Bayles, Inc., 
New York, as a timebuyer on Arid, 
Noxzema and other accounts. For- 
merly with Guild, Bascom & Bon- 
figli, New York, on the Democratic 
National Committee account, she re- 
placed MIKE CAMBRIDGE, who moved 
to the Pall Mall account. Mr. Cam- 
bridge assumed the duties of FRED 
SPRUYTENBERG, who is now an ac- 
count executive on Whitehall and 
Bulova. 

JOSEPH CIFARELLI, once timebuyer 
on the Falstaff account at Dancer- 
Fitzgerald-Sample, Inc., New York, 
moved to Frigidaire. CHUCK DOWN- 
ING and LEE BECK, formerly esti- 
mators at D-F-S, were promoted to 
assistant buyers on the Falstaff ac- 
count. 

AL ANDERSON Jr. has joined the 
media department of Knox Reeves 





MR, ANDERSON 


Advertising, Minneapolis. Previous- 
ly, Mr. Knox was in the advertising 
department of Physicians & Hospi- 
tals Supply Co. 

JEAN O'CONNOR has been named 
media director at Robert M. Gamble 
Jr., Inc., Washington, D. C. 

MARIE CARAYAS timebuyer on 
Colorforms, has left Kudner Agency, 
Inc., New York, She was previously 


with Hilton & Riggio and Roy S. 
Durstine. 

GAIL SESSIONS has joined the media 
department at Mogul Williams & 
Saylor, Inc. Previously she was a 
buyer on Manischewitz at Lawrence 
C. Gumbinner Advertising Agency, 
Inc. SANFORD GASMAN, buyer on Roi- 
tan at Gumbinner, has left the 
agency. 

JOHN TULLY has been appointed 
media director of Frank Block As- 
sociates. He was formerly an ac- 
count executive with Batz-Hodgson- 
Neuwoehner, Inc., and before that 
an account executive and creative 
supervisor at Kane Advertising, 
Bloomington, III. 

ROBERT DAUBENSPECK has joined 
Foote, Cone & Belding, Chicago, as 
supervisor of broadcast facilities. 

MIKE LaTERRE, formerly media 
supervisor on Bristol-Myers and Gen- 
eral Foods at Ogilvy, Benson & 
Mather, Inc., moved to the new 
Chock Full O” Nuts house agency, 
Peerless Advertising. At OB&M, 
head timebuyer PETER BERLA was 
raised to media supervisor on the 
Bristol - Myers/General Foods ac- 
counts, and LARRY COLE became 
timebuyer. 

HOWARD GERBER, formerly media 
buyer on American Express, Rail- 
way Express, Shulton and others at 
Benton & Bowles, Inc., moved to 
Grey Advertising to replace MaR- 
GARET RYAN, who left the agency. 
At B&B, Mr. Gerber’s accounts went 
to TOM FOCONE (excepting Shulton, 
which is handled by Tom McCabe), 
who was raised from an assistant on 
Tide to buying duties. BOB JONES 
was promoted to staff assistant on 
Whirl and Ivory Snow, replacing 
TOM PEARSON, who assumed Mr. 
Focone’s duties on Tide. 

JOSH WILLS, recently timebuyer on 
Dristan at Tatham-Laird, Inc., has 
joined Impact Tv Sales. 














KIFI-TV 


Now the exclusive NBC outlet for 
Idaho Falls — Pocatello 
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WJAC-TV 




















When you advertise your product on 
WJAC-TV, you can be sure people 
see it... . and they'll buy it, too! Both 
ARB and Nielsen show WJAC-TV to be 
the number one station in the Johns- 
town-Altoona market, but statistics 
don’t buy products . . . . people do! 
WJAC-TV clients know that WJAC-TV 
gets action, turning viewers into 
buyers. If you’re after people . . . pur- 
chasing people . . . pick WJAC-TV! 


For Complete Details, Contact: 
HARRINGTON, RIGHTER 
AND PARSONS, INC. 


New York Boston Chicago Detroit 
Atlanta Los Angeles San Francisco 








JOHNSTOWN - CHANNEL & 
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WLBC-TV 


MUNCIE 


Middletown, U.S.A. 


WLBC-TV 


MUNCIE 


Crossroads of the Middle West 


WLBC-TV 


MUNCIE 


Cross-section of the nation 


WLBC-TV 


MUNCIE 


Test Market, U.S.A. 
and the Gateway to Sales 
in “the heart of Indiana” 


WLBC-TV 


Muncie, Indiana 
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Spot (Continued from page 62) 


Philadelphia, Phoenix, Pittsburgh, 
Portland, Richmond, Rochester, 
Sacramento, St. Louis, Salt Lake City, 
San Antonio, San Diego, San Francisco, 
Seattle, Shreveport, Spokane, Springfield, 
Tampa, Toledo, Tulsa, Washington 

(D. C.), Wichita and Youngstown. Media 
manager Charles W. Haines Jr. is 

the contact. 


MALT-O-MEAL CO. 
(Campbell-Mithun, 


olis) 


Inc., Minneap- 


Before summer gets really under way, 
this hot cereal firm is lining up about 
30 midwestern markets for the fall-winter 
drive. Filmed minutes and_ possibly 
30-secend spots, centered around kid 
programs, will be used for 26 weeks 
from a September start. Rudi Marti is 
the buying contact. 


MARY CARTER PAINT CO. 
(direct, Tampa, Fla.) 

While mulling the selection of a new 
advertising agency, this paint producer 
is reportedly using spot on an expanding 
market-by-market basis. Schedules of 
minutes and 20's are currently running 
in Cleveland, Houston, Los Angeles, 
Miami, Mobile and New Orleans. 
Company advertising director Frank 
Barnes is the contact. 


» 


MINUTE MAID CORP. 
(Ted Bates & Co., Inc., N. Y.) 


At issue date the processor of frozen 
orange juice reportedly planned to start 
a new six-week drive on its improved 
product in a handful of markets. Day 
and night minutes and 20's will run. 
Chet Slaybaugh is the timebuyer. 


MORTON HOUSE KITCHENS 
(Compton Adv., Inc., Chicago) 


Although a report here Jan. 23 indicated 
this food firm would take a hiatus after 
its spring campaign, returning in August, 
new five-six-week schedules of minutes 
started late this month in 30 markets. 

A contest aimed at children necessitated 
the activity, with most markets getting 
12-plans around kid shows. Media 
supervisor Alex Ostfeld is the contact. 


NATIONAL ASSOCIATION OF 
INSURANCE AGENTS 


(Doremus & Co., N. Y.) 


In spite of a report printed elsewhere 
that this organization will rely heavily 





Timebuyer 


Available 


Excellent media background 
in planning, evaluation, re- 
search. 


Box # 487 

















Buyers’ Check List— 


New Representatives 
wcsH-Tv Portland appointed the 
Katz Agency as its national sales 
representative, effective immediately. 
WLBz-TV Bangor appointed the 
Katz Agency as its national sales 
representative, effective immediately. 


Rate Increases 
ABC: 
WKzo-TV Kalamazoo, Mich., from 
$1,300 to $1,400, effective May 1. 


wLuc-tv Marquette, Mich., from 
$175 to $225, effective June 1. 
CBS: 

wpBJ-TV Roanoke, from $675 to 


$725, effective May 15. 
wuHBF-tv Rock Island, Ill., from 
$950 to $1,050, effective May 15. 
wmtT-Tv Cedar Rapids, Iowa, from 
$800 to $875, effective May 15. 


wsEE Erie, Pa., from $250 to 
$275, effective May 15. 
NBC: 

wLuc-tv Marquette, Mich., from 


$175 to $225, effective June 1. 











on newspapers during the coming year, 
tv spot appears to remain a primary 
medium for many of the states serviced. 
New buying activity was on at press 
time for Ohio, Indiana, Minnesota and 
other areas for a summer drive to start 
this week for 10-26 weeks, depending 
on the market. News/sports/weather 
programs are sought. Loraine Keirstead 
is the timebuyer. 


NESTLE CO. 

(McCann-Erickson, Inc., N. Y.) 
New activity was reported here on both 
NESTEA and DECAF, with the tea 
schedules of minutes in day and night 
slots getting under way last week for an 
iced-tea push through the summer in 
selected major markets, and the caffein- 
free drink starting four weeks of 
non-prime minutes and 20’s next week in 
a large number of top areas. Jane 
Podester buys on the tea; Enid Cohn 

is the Decaf buyer. 


PEZ-HAAS, INC. 

(Daniel & Charles, Inc., N. Y.) 
While exact plans were indefinite at 
press time, this candy firm—having 
recently changed agencies—will be back 
in spot tv ths fall with a September- 
through-Christmas campaign in a group 
of top markets such as New York, 
Philadelphia, Chicago, Cleveland, 
Hartford-New Haven, Detroit, and a 
few others. Kid-show minutes will be 
used as in past activity. Isabelle 
Stannard is the timebuyer. 


PROCTER & GAMBLE CO. 
(Leo Burnett Co., Inc., Chicago) 


The end of the month reportedly sees 
an expanded campaign start tor P&G’s 





















oth 


>in- 


G's 








The broadcast personnel of the 
Branham Co. announced the organ- 
ization of a new tv-radio representa- 
tive firm that is completely inde- 
pendent of the Branham newspaper 
operations. Headed by Thomas B. 
Campbell, president, the new firm 





MR. CAMPBELL 


will have headquarters in New 
York and national sales offices in 
Chicago, Detroit, Minneapolis, At- 
lanta, St. Louis, Dallas, San Fran- 
cisco and Los Angeles. Christened 
Advertising Time Sales, Inc., the 
company will shortly announce a 
new address for its New York office. 

Jack Beauchamp, with the Katz 
Agency during the past four years, 
joined Television Advertising Rep- 
resentatives’ New York office as an 
account executive. His previous ex- 
perience includes announcing-direct- 
ing positions at WHEN-TV Syracuse, 
WsEE-TV Erie and other stations. 

John A. Carrigan Jr. joined the 
Chicago office of Radio-Tv Repre- 
sentatives, Inc., as an account execu- 
tive, moving from a similar post at 
another firm. 





Rep Report 
Robert H. Graf (1.) and John J. 


“Jay” Goshen (r.) joined the New 
York tv sales staff of Peters, Griffin, 
Woodward, Inc. Mr. Graf came to 
the representative from three years 





as 
GRAF GOSHEN 
as an account executive for Select 
Station Representatives, and previ- 
ously was at Ted Bates & Co., Inc., 
and BBDO. Mr: Goshen was last 
with wess-tv New York, having 
served Philip Morris, Inc., J. Walter 
Thompson Co. and Cunningham & 
Walsh, Inc., before that. 
Terrence McGuirk (1.) and Rob- 
ert E. Bailey (r.) are the latest 
account executives named at the 





McGUIRK BAILEY 


recently formed Storer Television 
Sales, Inc., office in New York. Mr. 
McGuirk, with CBS-Tv Spot Sales 
for the past four years, gave a dec- 
ade of service to the network in a 
variety of posts. Mr. Bailey spent 
10 years with Peters, Griffin, Wood- 
ward, Inc., and previously sold space 
for a national magazine. 


NBC for 
PORTLAND 
MAINE 








new detergent SALVO, a product that 
has been in test markets but still lacks 
national distribution. Day and night 
minutes in strong frequencies are aimed 
at a female audience, with the placements 
to run through the contract year. 
Richard Thompson is the contact. 


PROCTER & GAMBLE CO. 
(Gardner Adv. Co., Inc., St. Louis) 


At issue date and the week preceding, 
the special mixes division of Duncan 
Hines handled by this agency kicked off 
a massive campaign in more than 100 
markets on EARLY AMERICAN cake 
mixes. Day and late-night minutes run 
through the P&G contract year in 
moderate frequencies. Mary Porter is 
the timebuyer. 





SEABROOK FARMS, I 


(Al Paul Lefton Co., Inc., Philadel- 


phia) 


Recently having taken over on the 


frozen-food account, the agency late this 


month got one of its first schedules 
under way in upstate New York. Eight 
markets are running minutes and 
30-second spots, primarily in daytime. 
Fred Koppleman is the timebuyer. 


SONNY BOY OF CALIFORNIA 


co. 

(Del Wood Associates, N. Y.) 
Having made quite a splash in spot two 
summers ago, this soft-drink syrup firm 
recently changed agencies and is getting 
a major drive under way in its Arizona- 


(Continued on page 68) 


HAT | 


SEVEN 
IN A ROW 


For the seventh straight 
year the surveys* have 
proved the leadership of 
WCSH-TV in the Portland 
market. 

WCSH-TV delivers the 
area responsible for 2/3 of 
Maine’s retail sales and 1/4 
of New Hampshire’s. Small 
wonder that WCSH-TV is 
your BEST BUY north of 
Boston. *ARB November 1960 
Neilsen Station Index November 


Remember, a matching spot 
schedule on WLBZ-TV in 
Bangor saves 5%. 


WCSH-TV 





STORY 
BOARD 


WTRF-TV 





NEW FRONTIER: Things are 
getting so good that before 
long, instead of sending CARE 
packages, we'll be sending 
recipes overseas. 


wtrf-tv Wheeling 


SOFT SELL in the Lost Column 
Lost . . . twenty dollar bill 
near Market Street. Sentimental value. 


Wheeling wirf-tv 


BARKING BOSS: “You were twenty minutes 
late. Don't you know what time we start work 
in this office?" 

OFFENDER: "'No, sir, | get right to work and 
never check to see when you all get started!" 


Wheeling witrf-tv 
OVERHEARD: "OK, so she's not exactly sar- 
castic, but if she ever bit her tongue, bet 
she'd get acid poisoning." 


wtrf-tv Wheeling 


JOE KASELOW, N. Y. Herald Tribune col- 
umnist, recently wrote about WTReffigies, our 
series of ADworld Close-ups. The calls, let- 
ters, wires and comments that resulted were 
amazing. As we see it, the whole world 
must be getting answers to “What dya 
know?" from this Joe. 


Wheeling wirf-tv 
WHEN THE SPEEDOMETER goes over sixty- 
five miles an hour, you're not driving, you're 
aiming. 

wtrf-tv Wheeling 


IF YOU'RE AIMING to reach the earning, 
spending TV audience in the Wheeling- 
Steubenville Industrial Ohio Valley, George 
P. Hollingbery will schedule your advertising 
on WTRF-TV, Wheeling. Merchandising, too! 


T. R. Effic! 


CHANNEL WHEELING 


SEVEN WEST VIRGINIA 
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BILLINGS 
2-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 





1. Trackdown (CBS) KOOK-TvV Tue. 8 ......-- 41 
2. You Asked for It (Crosby /Brown) 

KOOK-TV Mon. 9 .......++- e* oe 
2. Blue Angels (CNP) KOOK-TV Thu. 7:30 .. 
2. Pony Express (CNP) KOOK-TV Thu. 8:30 
3. Sea Hunt (Ziv-UA) KooK-Tv Fri, 7:30 
4. Mr. Ed (Filmways-MCA) KooK-TV Thu. 6 
4. Not for Hire* (CNP) KooK-tv Fri. 9:30 
5. The Brothers Brannagan (CBS) 

KOOK-TV Mon. 8:30 — 38 
5. Tightrope (Screen Gems) KOOK-TV Sun. 7 oe 
6. Broken Arrow* (TCF) KOOK-Tv Mon. 9:30 ..3 
6. The Californians* (CNP) Kook-Tv Wed. 9 ..3 
6. This Is Alice (NTA) KGHL-TV Thu. 6:30 ..34 
7. Lock Up (Ziv-UA) KOOK-TV Sun. 8 ...... 33 

TOP FEATURE FILMS 
1. Marquee Theatre* KGHL-TV Sat 
10:30-12:30 a.m. ....---++- 
2. Fast Draw Theatre KGHL-TV Sat 
3. Marquee Theatre KGHL-TV Fri 
3. Sunday Matinee KGHL-TV Sun. 12:5 
4. Marquee Theatre KGHL-TVv Thu. 


TOP NETWORK SHOWS 


1. The Real McCoys KOOK-TV .........--++-- H 
2. Red Skelton KOOK-TV ........----eeeeees 46 
2. The Flintstones KOOK-TV .........-- 46 
3. Wagon Train KGHL-TV .. wae —eene 45 
4. Andy Griffith KOOK-TV — 44 
5. Danny Thomas KOOK-TV ...........-- : 42 
5. Maverick KOOK-TV . eee eeee ee 
6. Dobie Gillis KOOK-TV ...........- 41 
G@. Hlemmesey MOOK-TU cccccccccccccscccccecs 41 
6. Robert Taylor’s Detectives KOOK-TV .41 
6. Ed Sullivan KOOK-TV .... eens 41 
MEMPHIS 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
1. The Brothers Brannagan* (CBS) 
WREC-TV Sat. 9:30 .....cce cece seevences 


2. The People’s Choice (ABC) wmcT Wed. 7 ..24 


3. Bugs Bunny (UAA) WHEQ-TV Tue. 6:30 
4. Highway Patrol (Ziv-UA) wreo-Tv M-F 6 
4. Sea Hunt (Ziy-UA) wHeq-Tv Thu. 9:30 
5 


29 

22.22 

. Whirlybirds (CBS) wreoc-Tv Tve. 6:30 ..21 
18 


6. Amos ’n’ Andy (CBS) wRec-Tv Sat. 6 


7. Meet McGraw (ABC) wHpBaq-Tv Tue. 9:30 ..16 


8. Superman (Flamingo) WREC-TV 
Sat. 8:30 a.m. 





10. Popeye (King, UAA) WHBQ-TV 


Sat. 10330 a.m. ...... cece eceeeceeceess 13 


11. Jim Backus Show* (CNP) 


WMOP The. 9:30 .....ccrrccccccccsseccce 12 


11. Three Stooges (Screen Gems) 
wet Sat. 7:30 a.m 
12. Superman (Flamingo) 
Sat. 7:15 am. . ° oe 
12. Amos ‘n’ Andy* (CBS) wWREc-TV ‘ 
12. Little Rascals (Interstate) wHBQ-TV 








Sat. 9:30 am. .....0e. Scecccasesese 11 
12. Roy Rogers (Roy Rogers Synd WTEC-TV 

Sat. 10:30 Gm. wccccccccccccvers cocunkld 
12. Lock Up (Ziv-UA) wet Sat. 9:30 ...... 11 


TOP FEATURE FILMS 





1. Film Funnies wmctT Sat. 8-9 a.m 
1. Early Movie WREO-TV Sat. 4-5:45 ...... 
2. Million Dollar Playhouse WREC-TV 

Sat. 10-12:15 gm. ..ccee eee ceecrccces 17 
3. Late Show wHsq-Tv Fri. 10-12 mid. ...... 16 
4. Late Movie wrec-Tv Fri. 10-11:45 ........ 15 

TOP NETWORK SHOWS 

1. Show of the Month/Gunsmoke wrRec-Tv ......43 
2. The Real McCoys WHBQ-TV ..........+++++3 
3. Andy Griffith WREO-TV Setneuscusweeseone 36 
3. Show of the Month/Have Gun, 

Will Travel WREO-TV . 
4. Hawaiian Eye WHBQ-TV ....... 
5. My Three Sons WHBQ-TV 
5. Flintstones WHBQ-TV ......... ‘ 
5. 77 Sunset Strip WHBQ-TV .........-c0e0% 
6. Surfside 6 WHBQ-TV ....... 
6. Red Skelton WREC-TV .......... 
i 2 SE! nc. cee seas eacaw neu 


*Indicates programming changes during four-week 


period. 
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Grand Jury (NTA) wmeT Sun. 10 ........ 14 











CHATTANOOGA 


3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 





















1. Huckleberry Hound (Screen Gems) 
re es Katia ctaniebese ses 22.33 
2. Quick Draw McGraw (Screen Gems) 
ee Mk OE Scnmbcwenageeeeess bo0008 27 
2. Bugs Bunny (UAA) wtvo Tue. 7:30 ...... 27 
3. Trackdown (CBS) wroep-tTv Mon. 7 .......24 
3. The Brothers Brannagan (CBS) 
wrer-tv Wed. 7 ....... 24 
4. Deputy Dawg (CBS) wor 3 
4. U. S. Marshal (NTA) wrop-tv Thu. 7 .23 
5. San Francisco Beat (CBS) wrop-tv Tue. 7 ..22 
6. Three Stooges (Screen Gems) wrvo M-F 6:30 20 
7. Two Faces West (Screen Gems) WRGP-TV 
Ne ap ee ee Pee bee ses. tneens 19 
8. Roy Rogers (Roy Rogers Synd.) 
WDEF-Tv Sat. 11:30 a.m oseeseses occkS 
9. Life of Riley (CNP) wrep-tv M-F 6 ...... 13 
9. Sea Hunt (Ziv-UA) wrvc Wed. 7 ......... 13 
9. Union Pacifie (CNP) wrvo Fri. 7 ........ 13 
10. Highway Patrol (Ziv-UA) wrve Sun. 6:30 .12 
10. Lock Up (Ziv-UA) wrve Sun. 7 .......... 12 
TOP FEATURE FILMS 
1. Early Show* wper-tv Sat. 5-7 .. eer: 
2. Western Spectacular wpEr-Tv Sat. 1:30-4:30 13 
2. Afternoon Movie wrep-Tv Sun. 1-5:30 .....13 
3. Shirley Temple Theatre woEF-Tv Sun. 5-6:30 12 
4. Film Festival wrer-tv Sat. 9-10 a.m. ...... 9 
1. Late Show* wppr-Tv Sat. 10:30-1 a.m. .... 9 
TOP NETWORK SHOWS 
1. Wagon Train wRGP-TV ..................50 
2. The Real McCoys wtvo .......... 45 
3. Gunsmoke* WDEF-TV 
1. Bonanza WRGP-TV 
5. Tall Man wrcGpP-tv ‘ 
6. Have Gun, Will Travel wpEr 
6. Andy GriMfth WDER-TV ... 2... occ cece 
ss  . "eee 
7. The Wiflatetemes WEVO 2.2.0... cc ccc ccc cc ue BS 
8. Hawaiian Eye WTVO .............ccccace 33 
8 Lassie WDEF-TV 6666060866 0660660 00 
NORFOLK 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
1. U. S. Marshal* (NTA) wTAR-TV 
Sat DOD. 02245 066ehnewasensionseceden 35 
2. Sea Hunt* (Ziy-UA) wTraR-Tv Mon. 7 ....23 
3. Bugs Bunny (UAA) wveEo-Tv Tue. 7:30 ....22 
3. The Brothers Brannagan (CBS) wTAR-TV 
Mo B gusenavnes COccocccsccecee 22 
4. Death Valley Days (U. S. Borax) 
Ce 2 © sthagbaceuanneanaeecs 
5. Shotgun Slade (MCA) wavy-Tv Wed. 7 
5. Manhunt (Screen Gems) wTaR-TV Sat. 
6. Mr. Ed Filmways-MCA) wavy-tv Tue 
7. Rescue 8 (Screen Gems) wTar-Tv Tue. 7:3 
7. Phil Silvers (CBS) wrar-Tv Thu. 7 ...... 17 
7. Tightrope (Screen Gems) wavy-Tv Fri. 7 ..17 
8. Two Faces West (Screen Gems) WAVY-TV 
mm. BS newvascsa SOs Phwae ees eeeeses ooekd 
8. Blue Angels (CNP) wavy-Tv Thu. 7 ...... 14 
8. Bozo the Clown (Jayark) WTAR-TV Sat. 9 ..14 
9. Amos ‘’n’ Andy (CBS) wavy-TtTv M-F 6:15 ..13 
9. Roy Rogers (Roy Rogers Synd.) wTaR-TV 
ee ee Pees ee ee rere 13 
TOP FEATURE FILMS 
1. Movie 3 wTaR-TV Wed. 7-8:30 .......... 16 
2. Playhouse 10* wWavy-Tv Sat. 6-7:30 ...... 10 
2. Big Movie Wavy-Tv Sat. 10:30-12 mid. ..10 
3. Kids Movie WTaR-Tv Sat. 7:30-9 am. .... 9 
4. Hickok Theatre wvEo-Tv Sat. 9-10 am. .. 8 
TOP NETWORK SHOWS 
1. Show of the Month/Gunsmoke wTarR-Tvy ....49 
2. Show of the Month/Haye Gun 
Will Travel wTaR-TVv 
B. Weep BRnee WEARS oon ce ccccceccccccscs 41 
Pe Ce voccepeccénvansecsaces 38 
©. TRSURERS WHAB-EY occ cccccccccccese cocccee 34 
SB, Dee © WU SY ciccnciccascecveccoeces 33 
5S. Ed Sullivan wTaR-TvV .............. cucacee 
6. The Untouchables WVEOC-TV ...............32 
7. Dobie Gillis WTaR-TV 
7. 72 Sunset Strip wvEc-Tv 
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EL PASO 
3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


























1. Sea Hunt (Ziv-UA) KTsM-Tv Thu. 7 .30 
1. Coronada 9* (MCA) KROD-TV Sat. 8:30 -30 
2. The Brothers Brannagan* (CBS) 
KTSM-TV Thu. 8:30 ercsecccccecccee 29 
3. State Trooper (MCA) Krop-Tv Fri. 9:30 28 
4. Case of the Dangerous Robin* (Ziv-UA) 
KRop-Tv Sat. 9 . eee Sererr rt 
5. Manhunt* (Screen Gems) KTSM-TV Tue. 9:30 
6. Trackdown (CBS) KrRopD-TV Mon. 7 
6. San Francisco Beat (CBS) KROD-TV 
“Slee crauvaweehedinens o* 
6. Leck Up (Ziv-UA) KTSM-Tv Sun. 8:30 
7. Two Faces West (Screen Gems) KROD-TV 
Ber, BD cccsccceces . wery Tee 21 
8. Manhunt* (Screen Gems) KTSM-TV Mon. 9 19 
8. Phil Silvers (CBS) KTsM-TV Tue. 9 ...... 19 
9. Man Without a Gun* (NTA) KTSM-TV 
Bm... BIBS vccwacusscunessceneccsscneyss 18 
9. Jeff's Collie (ITC) KTsM-TV Wed. 6 18 
9. Shotgun Slade (MCA) KTsM-TV Thu. -18 
TOP FEATURE FIL 
1. Million Dollar Movie KTSM-TV Sat. 
9:30-12 mid eee 
2. Matinee KTSM-Tv Sat. 4-5:30 ...... 
3. Late Show KELP-TV Fri. 10:30-1 a.m oe ® 
3. Crities Choice KRop-TV Sat. 10:30 12 mid 8 
4. Crities Choice Krop-Tv Fri. 10:30-12 mid. 7 
TOP NETWORK SHOWS 
1. Garry Mocre KROD-TV . - bares ® 51 
2. Groucho Marx* KTSM-TV ....... . 46 
3. Henle WarG@® RUGM-TV .nccccccccee -43 
S. BOR MUSE ccccccccnccececcescsces 43 
3. Wagon Train KTSM-Tv 43 
4. Gamemete® MROD- BV wccccccccccccccves 42 
4. Route 66 KROD-TV .......... ee ccecSs 
5. Have Gun, Will Travel* KROD-TV .......... 40 
5. What’s My Line KROD-TV .......... .40 
6. Red Skelton KROD-TV .......-ceeeeeeeeee 38 
6. Danny Thomas KROD-TV ........-eeee00- 38 
Cee Se, CD nn cenacéacsessesecawl 38 
6. The Tall Man KTSM-TV ......... 38 
PROVIDENCE 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
1. The Brothers Brannagan* (CBS) 
WIAR-TV Thu. 10:30 2... .cccceeeceneens 32 
2. Mr. Ed (Filmways-MCA) wJaR-Tv Sat. 7 31 
3. Championship Bowling* (Schwimmer) 
WPRO-TV Tue. 10 2. .ceeceececerreneened 0 
4. Death Valley Days (U. S. Borax) 
WIJAR-TV Mon. 7 .....2---seeeees coesveete 
4. Lock Up (Ziv-UA) wsar-Tv Wed. 7 ......25 
5. Rough Riders (Ziv-UA) wsar-Tv Thu. 7 ..24 
6. U. S. Marshal* (NTA) wrro-tv Sat. 10:30 .21 
7. Mackenzie’s Raiders (Ziy-UA) 
WIaR-TT Tue. TF ..ccccccccoces rrr reet 
8. Brave Stallion (ITC) wrpro-tv Fri. 7 19 
9. Shotgun Slade (MCA) wysaR-Tv Fri. 7 ....18 
10. Highway Patrol (Ziv-UA) wrpro-Tvy Wed. 7 .17 
11. Sea Hunt (Ziv-UA) wrpro-Tv Sat. 7 ......16 
12. Case of the Dangerous Robin (Ziv-UA) 
WIAR-TV Sun. 10:30 ...ccccceeesccescess 14 
13. Roy Rogers (Roy Rogers Synd.) wWPRO-TY 
Bet. JRO BM. caccccovesoseces eecccces 13 
14, Whirlybirds (CBS) wpro-Tv Sat. 6:30 12 
TOP FEATURE FILMS 
1. Movie Week wpro-Tv Tue. 7-8:30 ........ 21 
2. Big Show wyar-Tv Sat. 11:15-1:30 a.m. 14 
3. Tarzan® WJAR-TV Sun. 3-4:30 .....0ee00e- 13 
4. Big Show wsra-tvy Sun. 11:15-2 a.m. -11 
5. Premiere wWPRO-TV Fri. 11:15-1:30 a.m. 10 
5. Premiere wPRO-TV Sat. 11-1:30 am. ...... 10 
TOP NETWORK SHOWS 
. The Untouchables* WJAR-TV ........- 44 
2. Wagon Train WJAR-TV .......ee0005- 00 0 43 
3. Thriller WJAR-TV ...cccccessccececess --41 
6. Bem Dees WEES EV cccccccccacecssecs 39 
4. The Pfice Is Right WJAR-TV ........+-..39 
5. Ed Sullivan wWPRO-TV ..... cacevcecce oe 38 
6. Bachelor Father WJAR-TV ........ cocces +35 
7. Michael Shayne WJAR-TV ........5eeeeeee 34 
7. Bemenmes WIAB-TV .nccccccccees ° 34 
4. G.E. Theatre WPRO-TV .......csccccceesed9 
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EUREKA 
2-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


. The Brothers Brannagan (CBS) KIEM-TV 
Wek, 8 accuevaceuncnecscccceneces coves th 
. Johnny Midnight (MCA) KIieM-Tv Sun. 9 ..41 
Sea Hunt (Ziv-UA) KieM-Tv Fri. 7 ...... 40 
Mr. Ed (Filmways-MCA) KIEM-TV 
WER, OFS ccccwesccesensvocescoossvers 40 
Jeff’s Collie* (ITC) KieM-Tv Wed. 8:30 39 


(ITC) KipM-TV Mon. 7 ....38 


Two Faces West (Screen Gems) 





Mmmes-SU Web, 6280 .nccccccccccccccccsceede 
Championship Bowling (Schwimmer) 

KIEM-TvV Tue. 6:30 ...... 

Cireus Boy (Screen Gems) 

MUO. TO nccceccccscseccsesccccvcovces 
Mr. District Attorney (Ziv-UA) 

Mime-TV Wed. FT .ncccccccccccecs cccccceed 
Highway Patrol (Ziv-UA) Kviq Thu. 7 .....35 
The Californians (CNP) KIEM-TV Mon. 6:30 34 
Lock Up (Ziv-UA) Kviq Wed. 8:30 ........ 32 
Award Theatre (Screen Gems) KIEM-TV 

Thm. S28 cnccccccsncccccsccesececccsoen 32 
Interpol Calling (ITC) KieM-tTy Thu. 7 

TOP FEATURE FILMS 

Movie* KIBM-TV Wed. 9:30-11:30 ........ 23 
Movie KIEM-TV Fri. 10:30-11:45 ......... 14 
20th Century-Fox Theatre Kviq Sat. 

BS-2 GM, cccccnsescceccce ° 14 
Fabulous Feature Kviq Fri. 11:15-12:4 13 
Big 3 Movie KimpM-Tv Thu. 10-11:30 ...... 11 

TOP NETWORK SHOWS 

- Rawhide KIEM-TV ....... 


Andy Griffith KIEM-TV .. 
Lawrence Welk KVIQ 


3. The Real McCoys KviQ 

4. Route 66 KIEBM-TV ........... 

er rere ee 

6. Danny Thomas KIBM-TV 

C. Te DD GE. nivdcaceccnsrtcckscencdrd 

7. Father Knows Best KIEM-Tv ....... . 43 

Se eee GE ee ee . BO ob 0060500050 0000% 43 

SALT LAKE CITY- 
OGDEN-PROVO 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 

1, Bugs Bunny (UAA) Kopx-Tv Tue. 6:30 ...17 

1. Mr. Ed (Filmways-MCA) KSsL-Tv Fri. 6 ..17 

2. Topper (Schubert) KsL-Tv Thu. 6 ........16 

3. Manhunt (Screen Gems) KOPxX-TV Thu. 9:30 .15 

3. Sea Hunt (Ziv-UA) KsL-Tv Sat. 8:30 ....15 

3. Divorce Court (KTTV) Kopx-Tv Sat. 10:30 .15 

4. Highway Patrol (Ziv-UA) Ksu-Ty Wed. 6 ..14 

4. Death Valley Days (U. 8S. Borax) 

murv Wed. 8:80 ...cecses coccce eld 
4. Popeye* (King, UAA) KuTV Sat. “4: 30 a06enee 14 
4. Best of the Post* (ITC) Ksi-Tv Sat. 10 ....14 
5. Case of the Dangerous Robin (Ziv-UA) 

MSY Be. © cecasccsvcccess eeccee ° 13 
6. Blue Angels (CNP) KsL-Tv Mon. 8:30 ...12 
6. M Squad (MCA) KkKopx-tv Fri. 10:3 coe ck8 
6. Bugs Bunny* (UAA) KuTV Sat. 5 ...... 12 
7. Mike Hammer (MCA) KoPpx-Tv Tue. 10:30 .11 
7. Roy Rogers (Roy Rogers Synd.) 

KSL-TV Sat. 9:30 ........ TUTTTITT Te 11 

TOP FEATURE FILMS 
1. Neighborhood Theatre KuTrv Fri. 8-10 ...... 27 
2. Family Theatre Kurv Sat. 7:30-10 ........ 21 
3. Paramount Theatre KSL-TV Sun. 9:30-11 ..15 
4. Saturday Adventure* KuTV Sat. 4-5:30 ....12 
5. Picture for Saturday KSL-Tv Sat. 1-3 ..... 9 
5. Academy Theatre KuTV Sat. 10:30-12 mid. .. 9 


TOP NETWORK SHOWS 
Train KUTV 
The Untouchables KOPX-TV ........ 
Bameenee WOK ROPEEE ccccccccccceccces 
The Flintstones KOPX-TV 
Candid Camera KSL-TV 
What’s My Line KSL-Tv 
The Real McCoys KOPX-TV ...... 
My Three Sons KOPX-TV ........ 
Adventures in Paradise KCPX-TV .... 
Eye KOPX-TV 
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FRESNO 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 








Death Valley Days (U. S. Borax) 
BOGGS TE... Fst cccsccncecccccn +33 
Highway Patrol (Ziv-UA) KMJ-TV Wed. 7 ..26 
Manhunt (Screen Gems) KMJ-TV Thu. 7 ..24 
Lock Up (Ziv-UA) KMJ-TV Thu. 7:30 ....24 
Tightrope (Screen Gems) KMJ-TV Thu. 8 2 
Mr. Ed (Filmways-MCA) KFRE-TV Mon. 7 
Sea Hunt (Ziv-UA) KFRe-Tv Thu. 7 
Three Stooges (Screen Gems) 
KFRE-TV M-F 6 ......... cccescvecseces 21 
Best of the Post (ITC) Krre-tTv Tue. 7 ..21 
Two Faces West (Screen Gems) 
KJEO-TV Tue. 7 .. Eauneb as theses edueneee 
Phil Silvers (CBS) Krre-TvV Tue. 7:30 ...19 
Pioneers (Crosby/Brown) KMsJ-TY Mon. 7 ..18 
San Francisco Beat (CBS) KMJ-TV 
WOE... BO GIES cvececscvessccccccccceses 18 
The Brothers Brannagan (CBS) 
BOGMSE GR, Finn csr cnsscccccceceesse 18 
Silent Service (CNP) KMJ-TV 
Siem. TH. GSES cccvcccesceveoseseaues 16 
TOP FEATURE FILMS 
Cinema Special KMJ-TV Sun. 4-7 ........22 
Academy Award Theatre KyBO Sun. 5-6:30 .. 9 
. World’s Best Movies KFRE-TV 
Bat. 22-2280 G.m. ceccccccccccccccceceecs 7 
Big Movie KJEO Sun. 2:15-3:30 .. 7 
Sunday Matinee KJEO Sun. 12-1:30 ........ 6 
TOP NETWORK SHOWS 
wn een SOE i ccucccae s nace 40 
o BRRMERGD GMS ciccccccess « osseccave 40 
Bonanza KMJ-TV ......... Se e6eses 34 
Show of the Month/Gunsmoke KFRE-TV ..... 34 
Mee Taek BRS TPMD 2 cscs cccccceceass 33 
Pe Te TG k.ckikesss. cccsuvecces 32 
. Show of the Month/Have Gun, will 
Ee, SUES See rcienehadsdensedees 32 
Rees ee GD no ces +0000008% 31 
Cheyenne KJPO orecccveses . eseccocscd 
Andy Griffith KFRE-TV ree nen rr 
- Lavemie EMI-TV ...cccccce Ssee-aucesee 
YOUNGSTOWN 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
Mike Hammer* (MCA) WKBN-TV 
Sat BOBO ccccccccccnceecescece eovccke 
. Mr. Ed (Filmways-MCA) wFMJ-TV Thu. 7 .34 
This Man Dawson* (Ziv-UA) WFMJ-TV 
Thu. 10:30 cececcecceseccece coccccceeds 
Mr. D.A. (Ziv-UA) wrMs-Tv Mon. 7 ...... 19 
Polka Parade (Paramount) WFMJ-TVv 
Zen. F sccsvccee TeTTTTTTITeTryTT TT Tree 17 
. Huckleberry Hound ‘S-reen Gems) 
WHEECY TOR. 6 cc rccesccsecesccccecces if 
- Highway Patrol (Ziv UA) WrMs-tv Fri. 7 .17 
Lock Up (Ziv-UA) wrMy-Tv Sat. 7 ......17 
- Death Valley Deys (U. 8 Borax) 


WHET TE. FT  ces.0 2h besser ncecceces 16 








7. Bugs Bunny (UAA) wKsT-Tv Tue. 7:30 ..15 
8. Quick Draw McGraw (Screen Gems) 

Se TD. BD awk sasesisexcccscusss 13 
8. Meet McGraw (ABC) wWKBN-TV Tue. 7 ....13 
8. Bugs Bunny (UAA) wrnms-tTv Sat. 9 a.m. .15 
9. Flight (CNP) wWKBN-TV Wed. 7 ......... 12 
9. Tombstone Territory (Ziv-UA) 

COREE: Bs FT  asvecccaeccasccctcccuse 12 

TOP FEATURE FILMS 

1. Playhouse 27 WKBN-Tv Sat. 11:15-1:15 a.m. .15 
2. Big Movie WKBN-TV Sat. 1:30-3:30 ...... 14 
2. Shirley Temple Theatre WKBN-TV 

WR. BBSPS cicccecrececscccsvscescvsces 14 
3. Playhouse 27 WKBN-TV Mon. 11:15-1 am. .12 
3. Playhouse 27 WKBN-Ty Thu 

BUSES-33345 Om. secccescces ocean 

TOP NETWORK SHOWS 

1. Show of the Month/Gunsmoke WKBN-TV ....5 3 
2. Garry Moore WKBN-TV ......... .37 
S. ComGid Camers WEEMS .ncccccccccccese 36 
eee ee GED gc ccccbasccvstace 35 
5. Andy Grifith WKBN-TV ..........eseee0% 31 
6. Father Knows Best WKBN-TV ........++---80 
©. Debio Gillis WHEE cccccccceccovccce -30 
6. The Price Is Right wrMs-Tv ..... Sais 6h tai 30 
6. Steel Hour/Circle Theatre WKBN-TV ...... 30 
6. What's Bip Tne WEBM-EV wc ccccccccccces 30 
CG. TS GOR WHRNRY cccccdcsccsecees -..30 





ARB City-by-City Ratings March, 1961 
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. Gunsmoke KSYD-TV 
. Garry 


GREAT FALLS, MONTANA 
2-Station Report 
(four-week ratings) 

TOP SYNDICATED FILMS 


Best of the Post (ITC) Krse-tTv Tue. 8 
Tightrope (Screen Gems) Kres-Tv Thu. 8:30 
Lock Up (Ziv-UA) Krss-tv Thu. 9 

Two Faces West (Screen Gems) KFBB-TV 

Pei. FBO wccccccccccscccccs . 

Blue Angels (CNP) kKres-Tv Thu. 7:30 
Pony Express* (CNP) kKree-tyv Fri. 8 


Manhunt* (Screen Gems) KFBB-Ty Sat. 9:30 
The Vikings (Ziv-UA) KrBB-Tv Sun. & 


. Manhunt* (Screen Gems) KFBB-TV Sun. 7 
Jeff's Collies (ITC) Krss-Tv Sun. 7 
The Brothers Brannagan* (CBS) KFrBB-TV 
Mon  ) Reererrrrr rrr rrr re oe 
Case of the Dangerous Robin* (Ziy-UA) 
KFBB-TV Mon. 9 .... ose . 
Shotgun Slade* (MCA) KFBB-TV Sun 
Sea Hunt (Ziv-UA) KRTv Mon. 8:30 
Not for Hire (CNP) KFBB-TV Mon. 9:30 


TOP FEATURE FILMS 


Movie Special Krtv Fri. 8-10:30 .... 
Morning Show KrTv Sat. 10-11:30 a.m 
Million Dollar Movie Krrv Sat. 9-11:15 
Hollywood Showcase KreTv Fri. 10:15 

ROSES GM cccscducedevecesce . 

Sixgun Playhouse KrTv Sat. 4:30-5:30 
Academy Theatre KkTV Sun. 10-12 mid 
Late Show KrtTv Sat. 10:45-12:30 a.m 


TOP NETWORK SHOWS 
The Real McCoys KFBB-TY 
Ko Sullivan KFBB-TV 
What’s My Line KFBB-TV 
Red Skelton KFBB-TV 
Andy Griffith KrBB-TV 
Maverick KFBB-TV 
Hennesey KFBB-TV 
Lawrence Welk KFBB-TV 
Dobie Gillis KFBB-TV 
Wanted—Dead or Alive 


KFS8-TYV 


WICHITA FALLS 


3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


Two Faces West* (Screen Gems) 
KSYD-TV Sat. 9:30 ..... 

Manhunt (Screen Gems) Ksyp-Tv Thu. 8 
M Squad (MCA) KsyYD-Tv Thu. 9:30 


Coronado 9 (MCA) KsyD-Tv Fri, 7:30 
Miami Undercover (Ziv-UA) KFDX-~-TV 
Sun. 9:30 ceocceccccescooons 
Shotgun Slade (MCA) KSYD-Tv 5un. 9:50 
Case of the Dangerous Robin* 

(Ziv-UA) KFpx-Tv Thu. 9:30 

Pony Express (CNP) KsyD-tTv Fri. 8 
Best. of the Post (ITC) Krpx-Tv Mon. 9:30 
Death Valley Days (U. 8S. Borax) 
KSYD-TV Sat. 6 ..ceseeeeeee 

Blue Angels (CNP) kKsyp-tTv Fri. 9% 


KSYD-TV Tue. 7 
(Medallion) 


(Ziv-UA) 


the Sea 


Sea Hunt 
Kingdom of 


KFDX-TV Sun. 12 ...--eeee0s 
Championship Bowling (Schwimmer) 
KFDX-TV Sat. 5 ....eeeeeeees 
Roy Rogers (Roy Rogers Synd.) 


KSYD-TVv Sat 10:30 a.m 


FEATURE FILMS 
KSYD-TV Fri. 10:30-12:30 a.o 
KSYD-TV Sat. 10:30-1 a.m 
KSYD-TvV Sun. 10:30-12 
KYsp-Tv Tue. 10:30-12:15 a.m 
KSYD-TV Wed. 10:30-12:15 a.o 
KSYD-Tv Thu. 10:30-12:15 a.t 


TOP 


Late Show 
Late Show 
Late Show 
Late Show 
Late Show 
Late Show 


30 a.m 


TOP NETWORK SHOWS 


Wagon Train KFDX-Tv .......- 
Andy Griffith KsYD-TV 
Rawhide KSYD-TV .......- 


Route 66 KSYD-TV 


Moore KSYD-TV 

Bonanza KFDX-TV 
Laramie KFDX-TV 
Have Gun. Will Travel* 
Candid Camera KSYD-TV 


KSYD-TV 
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The NEW Ratings (ARB & Nielsen) 
PROVE Again... 
“The EARLY SHOW” 
5 to 6:30 PM Weekdays 
Your BEST Late Afternoon BUY! 


1 Proven Adult Audience Buying Power ! 
2 Steady, Strong Ratings 

3 Top Film Features 

4 Attractive Price... Ask BRANHAM 





CHATTANOOGA 


“SUNNY” DELIVERS 









In this ever ex- 
pees ‘buy- 

appy’ market, 
“Sunny” delivers 
your message to 
210,000 TV 
homes daily! And 
does it at the 
lowest cost per 
thousand! 


Natl. Rep: VENARD, RINTOUL 
& McCONNELL 


S.E. Rep: JAMES S. AYERS cs #3) 


68 May 29, 1961, Television Age 


Spot (Continued from page 65) 


to-California marketing area, planning 

to expand eastward in time. Live and 
filmed minutes are currently running 

in a summertime push, with about 60 
per cent of the schedules in and around 
kid-shows and the remainder aimed at 
housewives. Account executive Jason 
Darrow is the contact. 


STANDARD BRANDS, INC. 
(Ted Bates & Co., Inc., N. Y.) 


For several of its products, the food 
giant was reportedly looking for suitable 
openings in the Gunsmoke repeats on 
CBS-TV affiliates next September with 
an eye toward alternate-sponsor 
arrangements. Other top-rated half-hours 
might be under consideration. Bob 
Dekker is the contact. 


STANDARD OIL OF 
CALIFORNIA 


(BBDO, San Francisco) 


Beginning at issue date, the gasoline firm 
starts a summer driving campaign in 

14 western states. For the first week, 
spots on Sea Hunt in 24 major markets 
will be used, with minutes and 20's in 
prime nighttime slots to follow for six 

to 12 weeks additional, depending on 
the market. Rula Wilkie is the buying 
contact. 


SWEETHEART ASSOCIATED 
COMPANIES 

(John W. Forney, Inc., Minneapolis) 
Early next month should see the start 

of a fairly heavy campaign in selected 
markets throughout the midwest and 
western areas for SWEETHEART bread. 


Filmed 20’s and ID's will continue into 


| fall. Joan Jackson is the timebuyer. 





| TONI CO., Div. Gillette Co. 


(North Adv., Inc.; Wade Adv., Inc.; 
C. E. Frank, Inc., Chicago) 


Additions to the schedules which began 
in mid-April get under way next week 
in a 10-week summertime push on 
various TONI hair products. Day and 
night minutes in scattered top markets 
will aim for 150 rating points weekly. 
Involved in the buying are Mary Alice 
Crisafulli and Ruth Babick at C. E. 


| Frank, Elaine Pappas and Betty Lavaty at 


North and Len Materna at Wade. 


| WARP BROS. 








(Presba-Muench, Inc., Chicago) 


Last reported here more than a year 
ago as investigating spot possibilities for 
its Flex-O-Glass plastic storm windows, 
this firm was currently noted as setting 
brief schedules of daytime minutes in 


a few areas for JIFFY WRAP, a household 


wrapping material. Frank Steel is the 


| broadcast buyer. 


JAMES O. WELCH CO. 


(Chirurg & Cairns, Inc., Boston) 


As are many of the other kiddie-product 
advertisers, this candy firm was active 
at press time lining up markets for its 
fall campaign. Schedules should be 
similar to last year’s when 13-26 weeks 
of minutes went into some 20 areas east 
of the rockies. (Beckman, Koblitz, Inc., 





Account Activity 


Tobacco Co. 


& Myers 


made the biggest account news of 


Liggett 
recent weeks when it shifted some 
$11 million in billings for its 
Chesterfield, Oasis and Duke brands 
from McCann-Erickson, Inc., to J. 
Walter Thompson Co., Inc. The 
change takes effect Aug. 18, ending 
M-E’s five-year relationship with the 
advertiser. 

Young & 


past two 


Airlines, at 
Inc., for the 


American 
Rubicam, 
years, momentarily was expected to 
announce a new agency to take over 


on its $6-million account at Mid- 
August. 
Scripto, Inc., named McCann- 


Marschalk, Inc., to succeed Donahue 
& Coe, Inc., on its account, after hav- 
ing spent 14 years at the latter 
agency. Billings are about $750,000, 
but will reportedly be 
the near future. D&C subsequently 
acquired Tuckersharpe Pen Co., a 


doubled in 


subsidiary of the agency’s U. S. 
Tobacco Co. account. 

New England Confectionery Co., 
a $l-million account, announced it 
would shortly name a new agency 
to replace Kenyon & Eckhardt, Inc., 
Boston. The candy maker moved to 
K&E from C. J. LaRoche 18 months 
ago. 

Charles Pfizer & Co., Inc., placed 
the Bonadettes and Candettes cough 
products in its family products line 
at Ted Gotthelf Associates, Ltd., the 
agency which has handled its Beam 
Co., 
had the products previously. 


eye-drops. Leo Burnett Inc., 











Los Angeles, handles, the western area.) 
Ruth Gaeta is the timebuyer. 


WHITEHALL LABORATORIES, 
Div. American Home Products 
Corp. 

(Lawrence C. Gumbinner Adv., 
Agency, Inc., N. Y.) 


Making its bow on spot, NEET depilatory 
reportedly began a test campaign in 
selected markets recently, aiming for a 
female audience with filmed minutes. 

Al Sessions is the buyer on the account. 


WILSON PRODUCTS CO. 
(KHCC&A, New York) 

First reported here last Nov. 14, 
SLEEP-EASE pin-curlers is currently 
embarking on a market-by-market spot 
campaign using minutes slanted toward 
the female viewer. Cincinnati, Milwaukee, 
Boston, San Francisco, Minneapolis, 
Denver and a couple of other markets 
are among those to be hit initially. Past 
distribution of the company’s hair 
products has been in variety stores, 

but it’s expanding into the supermarket 
field. Beryl Seidenberg is the timebuyer. 
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Specials (Continued from page 50) 


terested in sponsoring specials—and 
even ABC-TV speaks of numerous re- 
quests for time—what is the reason 
behind the reductions? 

Oscar Katz, vice president for pro- 
grams at CBS-TV, supplied some of 
the answers in a recent address to the 
network’s affiliates. “It is pretty easy 
to document the fact,” he said, “that 
a great many special shows hurt us 
in several different ways. .. . An ex- 
ample is The Scarlet Pimpernel, 
which was broadcast in the Rawhide 
time period. 

“The week before the special was 
presented, Rawhide had a 41-per- 
cent share of audience in the Nielsen 
24-market report. The Scarlet Pimp- 
ernel, mind you, a special, got only 
a 25-per-cent share in the same time 
period. In other words, we lost about 
40 per cent of the audience we nor- 
mally have. 


Three Bad Effects 


“But this isn’t the end of the 
matter. Route 66, which normally 
follows Rawhide, on the night the 
special was on lost 20 to 25 per cent 
of its audience because it didn’t have 
as large a lead-in.” 

The conclusions reached by the net- 
work were obvious: “Many specials 
have three negative effects on our 
schedule: (1) they deliver less audi- 
ence in the time period in which they 
are scheduled; (2) they furnish a 
smaller lead-in and thus hurt the fol- 
lowing programs; (3) they create an 
opportunity for the audience . . . to 
sample competing shows, and as in- 
variably must happen, the competi- 
tion is able to hold some of the 
samplers even after our regularly 
scheduled shows return to the air.” 

Revising its philosophy on the 
value of specials, CBS-TV arrived at 
the thought that “too many enter- 
tainment specials in the last few sea- 
sons haven’t really been specials at 
all, but rather what we might call 
irregularly scheduled programs. For 
example, last week Dean Martin ap- 
peared against Garry Moore with an 
extremely strong cast and ended up 
with an Arbitron rating considerably 
below average.” 


Indicative of Mr. Katz’ observa- 
tions on the unpredictable nature of 
specials, a check of early-season ARB 
New York reports of three consecu- 
tive programs in NBC’s Tuesday 
10-11 p.m. period revealed the fol- 
lowing: On Oct. 11 Garry Moore (on 
CBS) slightly outdistanced Donald 
O’Connor’s special, 22.1 to 21; on 
Oct. 18 Dow Hour of Great Mysteries 
trailed far behind the regular Moore 
program, 16.1 to 24.4; the following 
week the same Dean Martin who later 
in the season was to be cited by Mr. 
Katz as an example of the declining 
power of specials, overwhelmed 
Garry Moore, 41.0 to 14.5. The solu- 
tion in the program executive's 
words: 

“We resolved that next season we 
would try to present only those spe- 
cials which fulfill one of three re- 
quirements—they must be either cir- 
culation blockbusters or prestige 
shows or programs which fulfill our 
needs for a balanced schedule.” 

Further emphasizing its point, 
CBS-TV later announced that Sir 
Laurence Olivier would star with 
Julie Harris, Keenan Wynn, Mildred 
Dunnock and others in The Power 
and the Glory—the network’s “major 
single dramatic production” next sea- 
son. 


Ideas, Not Money 


Concentration on the “truly spe- 
cial special,” as applied for the com- 
ing season, doesn’t mean a show must 
cost a half-million dollars, said NBC’s 
Jack Otter. “There must be an idea, 
a point of view,” he insisted. “We 
don’t want copies of Como or Ed 
Sullivan or Garry Moore. We don’t 
want to be caught with an inventory 
of programs we have to play. One 
way to make sure we have what we 
want is to supervise the production 
ourselves; that’s why we have Lester 
Gottlieb and his department creating 
ideas for programs.” 

One of the most active agencies 
throughout the years in the area of 
specials featuring both ideas and 
stars is BBDO, where programs are 
selected and created for such adver- 
tisers as U. S. Steel, Du Pont, Pepsi- 
Cola, Rexall and others. Tv-radio 
programming-planning vice president 





George Polk looked at the current 
trend this way: 

“Everyone is coming to the realiza- 
tion that a special can do a lot for 
you—if you don’t expect too much. 
If the advertiser is content today to 
expend a modest budget and build 
his show around a theme, and prob- 
ably get a rating as good as the pro- 
gram he pre-empts, that’s fine. To 
do better than that, he’ll most likely 
have to pay for a blockbuster.” 


Prestige Programs 


The trend to specials of the news, 
public-affairs type? “In the first 
place,” said Mr. Polk, “they’re in- 
herently inexpensive. Then, they’re 
often bought for corporate pride. 
Scheduled in prime time, they can’t 
miss getting a respectable rating. No 
one can blame the networks for want- 
ing programs that contribute to their 
prestige; there’s no revenue for them 
in most specials, so they might as 
well get as much out of them as they 


” 


can. 

“Tl go along with that,” said tv- 
radio director Phil Cohen at Sulli- 
van, Stauffer, Colwell & Bayles, Inc., 
in explaining the recent moves of 
Lipton tea into the area of specials. 
“You can’t rely on one star any 
longer to reach a 50-per-cent share of 
audience, not with the three-network 
competition. But, with Lipton’s buys 
in the convention coverage and JFK 
Report, we added excitement to our 
usual programming and reached a 
new kind of audience. It’s additional 
advertising support that was avail- 
able at low cost-per-thousand.” 

Two contrasts in specials program- 
ming, a Jerry Lewis show and the 
historical dramatizations of Ameri- 
can Heritage, were recent purchases 
of Procter-Silex Co. and Equitable 
Life Assurance Co., respectively. 

“The smaller advertiser can look 
very important if his show is one of 
few specials during a season,” said 
broadcast executive Jack Geller at 
Weiss & Geller, Inc. “Since we bought 
Jerry Lewis for Procter, however, 
we've done a lot of thinking about the 
number of shows on the air. Origi- 
nally the program was bought as 
something promotable for the sales- 
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men—in the same maner as we took 
a gatefold in Life the previous year.” 

Equitable “has to have a prestige 
show,” noted advertising manager 
Goldie Dietel in explaining why the 
company was willing to meet a 
higher -than-average cost - per - thou- 
sand figure on its American Heritage 
series. “A primary problem was that 
of clearances,” she said, “and the 
basic difficulty of clearing live was 
compounded by the fact the programs 
were irregularly scheduled. Perhaps 
a regular time-slot program would 


have helped.” 


Frequency Needed 


Inasmuch as frequency was needed 
for the insurance firm’s messages, the 
programs were lately reduced from 
hour-length to half-hours on a height- 
ened schedule. “Yes,” Miss Dietel 
said, “we thought of going to a week- 
ly program, but haven’t found the 
right one at the right time at the right 
price. Unlike some other companies, 
we are against the ‘opportunistic’ 
buy in which you wait for the net- 
work to come up with something and 
then decide at once if you want it. 
We like to know our budget in ad- 
vance, and for this reason—and the 
others—we have no tv plans for next 
season just now.” 

The problem of clearances ad- 
mittedly has plagued all the networks. 
At CBS-TV business manager Bill 
Fagan remarked, “The stations want 
Andy Griffith and the regular pro- 
grams they know are successful. Why 
take a chance with some of these 
highly contrived specials, they say. 
No, we’ve had no complaints from 
any of the advertisers whose shows 
we pre-empted for a special, but the 
network has concluded that there’s 
no novelty in the run-of-the-mine spe- 
cial any more. Look, you’ve got Play 
of the Week syndicated in dozens of 
markets—that’s like a special every 
week. If you try to compete, you 
have to spend a lot more money and 
come up with a Fabulous Fifties for 
half-a-million, or our Ingrid Berg- 
man play. And, even with Bergman, 
you know how the competition 
turned out to be Bing Crosby in the 
same time period!” 

Virtually everyone agrees that the 
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infrequent special program has its 
place in the television picture. “Auto- 
mobile makers,” said NBC’s Jack 
Otter, “and many seasonal advertis- 
ers can profitably use specials to kick 
off their season, although they can’t 
afford year-round programs. We're 
working with various clients and ad- 
vertisers now to lay out shows that 
will serve them effectively.” 
Advertiser interest, then, apparent- 
ly remains strong in special program- 
ming, but it must be remembered that 
the number of companies able to af- 
ford the blockbuster show—and have 
any budget left for other advertising 
—is small. “The cost of specials,” 
network official, “hasn’t 
risen out of proportion to other pro- 


said one 


gram costs, but they cost a lot to 
begin with.” 

The reasons behind next season’s 
cutbacks can be laid squarely at the 
feet of the networks—and a public 
which seems to prefer the status quo 
of regularly scheduled programming. 
On this latter point, however, a con- 
cluding statement might be in order 
from Max Liebman, one of the men 
who started it all. “The public isn’t 
wild about specials,” he said, “sim- 
ply because most of the shows just 
aren’t very good. Almost any weekly 
series is better conceived, produced, 
acted and directed than the majority 
of specials.” 





Smoke (Continued from page 39) 


When the truce was called, there 
were 45 cigarettes, or different types 
or sizes of the same brands (10 
brands still account for 4/5 of all 
domestic sales). The search for new 
sales themes, and the scramble to 
solidify positions, became intense. 

Given this set of circumstances, it 
took no great act of imagination on 
the part of either the tobacco account 
executives or their clients to turn to 
television. Only tv could deliver a 
series of totally new sales themes 
with enough speed and impact to fill 
the gap. (A monthly magazine usu- 
ally works four months ahead of issue 
date, and newspapers, it will be re- 
called, were the ones who printed 
most of the cigarettes-plus-cancer re- 
ports. ) 





Although two main factors—some- 
times called velocity and vitality— 
could be held accountable for most 
of the increase in television billings, 
there are many other factors at work, 
particularly another “v”—veracity. 

In converting to new sales themes, 
tobacco became newly aware of the 
dimensions of television—dimensions 
which no print medium could offer. 
Here are a few qualities of cigarettes 
that called for a _ re-reckoning of 
choice of media: 

e A cigarette package is a visible 
product, but the act of smoking, plus 
the suggested satisfaction therefrom, 
is something that can be best demon- 
strated. There’s no way to put a “be- 
fore and after” smoking ad in print, 
either legally or ethically. 

e Cigarettes are something you 
taste and otherwise physically ex- 
perience. 

e Cigarettes apparently satisfy an 
emotional need for many people, and 
that, too, is hard to show in print. 


Submerged Factors 


Although all of these factors had 
received some degree of attention 
from the older brands in the first half 
of this century, they had been sub- 
merged during the great filter debates 
of the *50s, when stress was laid pri- 
marily on iron-maiden testimonials, 
appeals to logic, and the appearance 
of the product—its filter, its package. 
These things could be summarized in 
print. 

But with 1960, and the end of the 
tar and nicotine war, the new adver- 
tising themes swung to the romantic 
and the psychologic. You had to 
demonstrate and animate and drive 
the spike into the taproots of desires, 
insecurities, frustrations and what all 
not that compose the smoking person. 
You had to show somebody smoking. 
And what other medium could score 
this quest—and with music? 

A perhaps not altogether flattering 
example of the style of such tv cigar- 
ette advertising was given towards 
the middle of this month during one 
late-night hour. One viewer remem- 
bered three cigarette commercials in 
less than an hour, but could not 
match the brands to the commercials, 
so alike were they in approach. One 
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showed a rugged guy in a darkroom 
developing a picture in his tank. 
Bam! As he puffs away, his girl’s 
face appears on the print paper, and 
a few seconds later she actually pops 
into the lab to have a cigarette with 
him. One of the other two commer- 
cials showed a man in close-up drows- 
ing at the end of a busy day (which 
was also the theme of the darkroom), 
and he, too, lights up into a little 
fantasy. 

The viewer could not recall the 
third commercial, so alike were the 
themes. But another example of the 
same approach in animated technique 
is BBDO’s prize-winning series of 
Lucky Strike commercials (see “Up 
in Smoke,” Tv ace, April 3) designed 
by Georg Olden and orchestrated by 
Eddy Manson. Here again, the object 
was to flick a libidinal switch in the 
viewer's mind. 


Parallel Purpose 


But more than that, with Lucky 
Strike a parallel purpose was served 
by the infectious “Remember How 
Great . . .” theme. American Tobacco 
Co. was pleading with the defectors 
to filters and menthols and kings to 
come back and smoke the good old 
reliable powerful shorty. (Too, the 
theme played on other psychological 
levels, attacking directly the fears 
created by research that linked early 
mortality with cigarette smoking.) 

By dint of concerted effort and 
clever use of tv, the regular-sized 
cigarettes were able partially to check 
the year-to-year decline in their share 
of the cigarette market. Camel even 
managed to gain nearly three per 
cent. King-sized cigarettes, using 
much the same tv techniques, in- 
creased their sales slightly to the 
point where they now have 20 per 
cent of the market. Filters, which 
10 years ago accounted for only one 
per cent of all cigarette sales, held 
more than half of sales at year’s end. 
And menthols, particularly aided by 
the phenomenal 150-per-cent growth 
of Alpine, leaped 23 per cent in the 
year to corner 14 per cent of the total 
market. 

In seeking velocity for its new sales 
messages, many tv advertisers be- 
came impatient with network tele- 





vision. Moreover, many of the tobac- 
co newcomer brands could not afford 
it. As a result, 1960 found tv tobacco 
advertising expanding more rapidly 
in spot. Spot television billings, ac- 
cording to TvB-Rorabaugh, were 
$35,686,000, compared with $31,- 
490,000 in 1959. Network television 
billings in 1960 were $76,912,694, 
compared to $75,169,190 in 1959, 
according to TvB/LNA-BAR figures. 
Growth in tobacco’s spot tv was, 
therefore, more than twice that of the 
advertiser’s growth in network. 


No Philosophy Change 

Some trade commentators have at- 
tempted to explain this increase in 
spot over network by alleging a 
changed philosophy within the com- 
panies whereby they are ready to 
sacrifice product id to extended 
reach. TV AGE found little to verify 
such an assertion, either at the com- 
panies or in the agencies. On the 
contrary, a breakdown of the spot 
figures above discloses that while two 
of the six major tobacco companies 
doubled their spot outlay, the others 
actually cut down. 

The two that doubled were Amer- 
ican Tobacco and P. J. Lorillard, 
with Lucky Strike and Kent being 
the brands that accounted for most of 
the difference. American Tobacco’s 
Pall Mall, which for the first time led 
all other brands in sales, has $5,309,- 
963 in network, as compared to 
$205,950 in spot. In_ popularity 
among smokers, Pall Mall is current- 
ly followed by Camel, Winston, 
Lucky Strike and Kent. 

The percentage of total advertising 
budget which the major tobacco com- 
panies invested in tv follows: 


% Tv 
R. J. Reynolds 58.8 
American Tobacco 54.0 
Brown & Williamson 81.1 
P. Lorillard 64.8 
Philip Morris 59.6 
Liggett & Myers 67.3 
Bayuk Cigars 98.2 
Consolidated Cigar Sales 79.0 
General Cigar 70.1 


The outlook for 1961 for tobacco 
is golden indeed. The Department of 
Agriculture has found that more 
women are smoking each year, and 








that the average smoker—woman or 
man — is smoking more cigarettes 
partly due to the higher consump- 
tion rates of filter smokers. 

The Department of Agriculture has 
also pointed out that in the next five 
years the population over age 14 will 
be increasing at a yearly rate of two 
million rather than the 1.5 million 
of the past five years. By 1965 more 
than half of the prospective increase 
will be in the 15-to-24 age bracket, 
when many people begin smoking. 

Perhaps even more important from 
the industry’s point of view is that 
the great cancer scare is rapidly re- 
ceding in the public mind. Unless 
research turns up major new evi- 
dence on the effects of smoking on 
cancer and 
humans against their smoking habit, 
and barring any major health cam- 
paign by the New Frontier, the tobac- 
co sales charts will continue to rise. 
And as they go up, so too will their 
expenditures in television, which has 


circulation to turn 


proven itself such an effective sales- 
man for the industry. 


Located in the 
exclusive hotel area of 


NEW YORK 


__ 3 AIR CONDITIONING 
oh TELEVISION 


PRIVATE BATH 
IN EACH ROOM 


Housekeeping 
Apartments, too 


HOTEL 
PARK CHAMBERS 


NEW YORK CITY 19 


In its location, service, atmosphere and 
reasonable rates, it's the ideal hotel- 
home for transient and permanent 
guests. Single $9 to $12. Double $12 
to $16. 2-room suites from $18. Lower 
rates by the week or month 





May 29, 1961, Television Age 7] 





CASH CORN 
COUNTRY 


That’s where we live—in the 
cash corn country. What does 
that mean? Well it means that 
we raise corn, not to feed on 
our farms but to sell. And we 
raise more of it in the 10 or 12 
counties that we cover with 
KQTV than any area of equal 
size in the world. Right now to 
revise an old expression, “We 
are in corn.” Yes Sir, and we 
are getting paid for it—that is 
for going into the new program 
of not growing corn—in ad- 
vance. Under the new Feed 
Grain bill, when we set aside 
20% or 40% of our land in 
reserve we get paid half of 
what we are going to be paid 
NOW. The fellow in Washing- 
ton who designed this program 
was a good salesman. He knew 
if you were hankering to get 
drunk you'd rather do it NOW 
than six months from NOW. 
So we are getting our MONEY, 
NOW —half in advance, MIL- 
LIONS of it. It’s quite an in- 
centive for going into the pro- 
gram. Things hereabout are 
good, real good. We're not big 
but our charges are becoming- 
ly modest. Try your new com- 
mercials here. They'll be in 
corn—cash corn, all the way. 
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conflict of personality being worked 
out within the program as it enters 
its eighth year of telexistence. 

The Steel Hour, as it is known to 
millions of viewers, is the longest- 
lived live dramatic show on television, 
and the only one of its kind left on 
air. There were nearly 14 in October 
1953 when the show went from radio 
to tv. 

A renewal contract signed last 
month guarantees that the show will 
run at least until October 1962, 
adding some 30 more live dramatic 
hours to the nearly 200 already pro- 
duced. 

Yet if the show were to be un- 
expectedly dropped tomorrow, with- 
out so much as a press release, it is 
likely that some critics, and one small 
but vociferous segment of the view- 
ing audience, would never know it 
was missing. For them—and the 
thought occurs to almost everyone 
on one Wednesday evening or an- 
other—the Steel Hour is the Blandest 
Show on Earth. It is the square win- 
dow in the middle of the week, the 
show nobody watches. 





Minority Attitude 

This attitude—and it is definitely 
a minority attitude—persists from 
the late °50s, when critics began to 
lament what they saw as a steady de- 
terioration in the quality of the pro- 
gram scripts. In late 1959 one writer 
summarized this feeling by saying 
that “what was once a series of hard- 
hitting, thought-provoking dramas 
has, of late, withdrawn into the rela- 
tive safety of saccharine entertain- 
ment.” 

For answer, those in charge of 
the show will tell you that it is not 
out really to “do” anything other 
than entertain. If you accept that as 
a legitimate premise for an hour- 
long dramatic tv show presented by a 
basic industry of a restless and chal- 
lenged society, the charges brought 
by the critics evaporate. 

But a review of the scripts in the 


past year or so shows a surprisingly 
liberal sprinkling of shows that are 
“downbeat,” thought-provoking or 
“somber”—to use the term preferred 
by George Kondolf, who produces 








the show for the Theatre Guild. 

“Yes, it’s true we aim more often 
than not for a show that will be 
pleasant viewing,” Mr. Kondolf re- 
cently told a visitor. “You can say 
we always try to produce the most 
enjoyable show we can. But we don’t 
draw a line at subject matter that 
borders on tragedy, nor sacrifice 
truth to the so-called happy ending. 
‘Satisfactory resolution’ would be a 
more apt phrase .. . ™ 

Mr. Kondolf is one of three men 
who have together piloted the Steel 
Hour through its last three successful 
seasons. The other two are Charles 
Underhill, tv director for U. S. Steel, 
and Ira Avery, account supervisor 


for U.S. Steel at BBDO. 


Theatre Backgrounds 


By a fortuitous circumstance, one 
which happens all too rarely in tv 
dramatic production, all three men 
have a sound background in the 
theatre—Mr. Underhill as a tv pio- 
neer, former producer and program 
director at CBS and ABC; Mr. Avery 
as a writer-producer, and Mr. Kon- 
dolf as a writer and successful inde- 
pendent producer on Broadway. 

Every Thursday the three men 
head up a general meeting of the 
producer, the corporation and the 
agency in the heavy-paneled baronial 
conference room on the main floor 
of the Theatre Guild offices. Among 
the score of people usually present 
(see picture on page 32) are: 

Arthur Heinemann, editor; William 
Fitelson, managing director for the 
Theatre Guild, and Armina Marshall 
(Mrs. Lawrence Langner), producer. 
Besides Mr. Avery from the agency is 
Walter Smith. 
Other members from U. S. Steel are 
Charles W. Huse, administrator of 
public relations, and James Hagen, 


account executive 


director of promotion and publicity. 
Others sit in as the script demands. 
Bill Nichols and Bill Herman of the 
Guild are usually among the regulars. 
The meetings usually revolve 
around story ideas and script changes 
or development. U. S. Steel reserves 
an absolute veto power on story ma- 
terial, but this is rarely exercised. 
“If we put on a show guaranteed 
to displease nobody,” says Ira Avery, 
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“if we made everything light and 
happy and safe, I feel you would end 
up having nothing and really pleas- 
ing nobody. Those who criticize us 
along those lines just haven’t seen 
the show for years. If you ask them, 
‘Did you see Shadow of a Pale Horse 
or Devil Makes Sunday,’ they'll say 
no, they missed that one. . . .” 

Mr. Avery avers that the pro- 
gram’s producers are 
restless and unsatisfied” 


‘ambitious, 

(not dis- 
satisfied), and that any impression of 
complacency is false. As to whether 
there was a drop in the quality of 
the scripts a few years ago, he de- 
clines to comment beyond noting that 
there were “sags in the hammock”— 
periods of less satisfying accomplish- 
ment than others. 

Some slight tesitmony to the in- 
creased strength of the scripis on the 
Steel Hour is given by recent rating 
figures that show the average audi- 
ence for the show to be up from 17.5 
for the first quarter of last year to 
18.7 this year.” 

The U. S. Steel Corp. is not overly 
concerned about the ratings. Charlie 
Underhill, director of tv for U. S. 
Steel, emphasizes that the program 
strives for quality audience, and that 
numbers are considered secondary to 
effectiveness and critical success. 
U. S. Steel does not want to be tin- 
typed; the program’s commercials 
are both institutional and consumer- 
purchase oriented. 


The Main Criterion 


In picking scripts, the main cri- 
terion is good writing, says Mr. 
Avery. “It’s hard for us to resist a 
well-written script even if it does con- 
tain controversial elements or touchy 
material.” 

Live productions also limit the 
show to what can be done best in 
terms of continuous running time, 
but Intersynch and Pix-Lock may 
help solve this problem. The pro- 
ducers believe that “somebody has 
got to carry the torch for live tele- 
vision during this kind of dark age 
of tv drama. Sooner or later, people 
will have to come back to live tv 
drama.” 

Today, some 20 per cent of the 
scripts come from foreign sources 


and have already appeared in one 
form or another, says Mr. Kondolf. 
The scripts almost always need major 
adjustment or revision—a change of 
characters, cuts or addition of scenes 
to replace material. Stories that have 
previously appeared on British tele- 
vision, for example, are usually an 
hour-and-a-half long. 

Some of the stories begin in the re- 
sourceful imagination of Mr. Kon- 
dolf and his staff; others are adapted 
from collections of short stories. A 
novel was the source for The Two 
Worlds of Charlie Gordon, produced 
last Feb. 22. This show, rated by 
many as the strongest of the Theatre 
Guild’s productions this year, con- 
cerned the plight .of a mentally re- 
tarded young man and his teacher, 
who is in love with him. 


Letter Response 

Almost every Steel Hour draws 
enormous popular response. In the 
case of the Shirley Booth play, Wel- 
come Home, described earlier, the 
actress, the Theatre Guild and U. S. 
Steel were swamped with letters for 
the next month, with correspondents 
ranging from a woman who signed 
herself as a prima donna of La Scala, 
Italy, to a choir singer in Riverside 
Church, New York City. 

Letters, not only from outsiders, 
but from the employes in the many 
district offices of U. S. Steel, are used 
as a partial guide by the producers. 
But both Mr. Avery and Mr. Kondolf 
emphasize that they do not run the 
show by the fan mail. When asked 
how they distinguish the authentic 
mail from crank letters and organized 
mail campaigns run by various pres- 





sure groups. Mr. Avery cited these | 


earmarks of that kind of campaign. 

e Recurrence of certain key 
phrases or references in all the letters. 

e Lack of humor, or deliberate 
failure to see the scene in humorous 
context, suggesting often that the let- 
ter writer has not actually seen the 
show. 

e Repetition of one scene singled 


out for note. 

The very flexibility of the Steel 
Hour and its lack of formula contrib- 
ute to both the challenge and frustra- 
tions of the program on the creative 
level, and leave the producers vul- 





nerable and particularly sensitive to 
criticism from any quarter. 

“Sometimes the critics review the 
show from advance releases,” said 
Ira Avery, “How can they know how 
good it is when we ourselves don’t 
know even at 4:15 rehearsal whether 
we have a hit or not? This is live 
television, not dead film... . 

“Like many others, we are captives 
of certain conventions. We read the 
reviews every other Thursday with 
the same feelings that go with the re- 
view ritual of a Broadway opening. 
But we are opening to many millions 
of people. 

“We have the broadest kind of for- 
mat. We'll use melodrama or soap 
opera. I’m not even against that, as 
long as it’s good soap.” 

Asked if soap opera didn’t imply 
an artificial manipulation of emo- 
tions through unrealistic plot motiva- 
tion, Mr. Avery took a breath and 
grinned, “Sure, we don’t do what I'd 
call soap very often, but if we ever 
do, you can call it a steel opera.” 
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suggestions and discussions among 
the station officials. In general, said 
Mr. Ramati, they base their choices 
on literary value and personal fav- 
orites, though of course the question 
of budget does have to come into it. 

Candida was produced in coopera- 
tion with Projects °58, a dramatic 
workshop whose members also hap- 
pen to be Shavian devotees. The ac- 
tors, director and designer of the 
workshop worked for scale in ex- 
change for the chance to do Shaw, as 
well as for the opportunity of doing 
their first commercial venture as a 
group. Another budget-cutting fac- 
tor: the play, written in 1895, is in 
the public domain so that no royalties 
had to be paid. 

One of KNxtT’s policies with regard 
to the programs is to try to telecast 
them in different time slots each time, 
depending upon the subject matter of 
the show. Mr. Wood acknowledged 
that they would like to be able to 
program them always in prime time, 
but believes “the audience we’re look- 
ing for will follow this kind of thing 
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no matter what time it is on.” 

Candida was telecast from 5-6:30 
p-m. on a Sunday when it was esti- 
mated that 450,000 people were at 
home watching television. Some shuf- 
fling was required to fit the special 
program into the desirable slot. KNXT 
moved two network shows back and 
preempted the third, but, according 
to one rating service, Shaw captured 
most of the adult viewers, out-rating 
Omnibus, but losing to Roy Rogers 
and Popeye. 

Affairs of Anatol was originally 
scheduled for 7-8:30 on Thursday, 
but apparently realizing that the story 
is as racy as it is romantic, the sta- 
tion moved it out of the reach of 
children to the 8:30-10 slot, knock- 
ing out two network regulars, Zane 
Grey Theatre and Gunslinger. Even 
though this placed it opposite part 
of the top-rated The Untouchables, 
Anatol pulled down a favorable rat- 
ing and good reviews. 


Unanimous Praise 


The play, which will open on 
Broadway next fall under the title 
of The Gay Life, was directed in its 
tv version by Ezra Stone, known 
from radio days as the adenoidal 
Henry Aldrich. Local critics were 
unanimous in praising the station and 
the sponsor for undertaking the 
specials. 

More to the point as far as the ad- 
vertiser is concerned, Lincoln Savings 
has received 100 letters to date in 
appreciation of the second show, 
making a total of 750 letters ex- 
pressing enthusiasm for the concept 
of the series in general. 

Enthusiasm for the project spread 
farther than local critics and viewers. 
The not so easily pleased Saturday 
Review devoted its tv column to a 
wholesale endorsement of Candida. 
The reviewer, Robert Lewis Shayon, 
pointed out that the members of 
Projects °58 all made respectable 
livings in television with various 
other ventures such as Dobie Gillis 
(Stephen Franken) and Peter Gunn 
(Jean Engstrom), but commented 
that they were anxious to work at 
something that fulfilled them crea- 
tively—“the players work for the 
many but dream for the few.” 





“The few” are apparently plenty 
for the Lincoln Savings & Loan As- 
sociation, which continues to be 
happy with its television advertising. 
Commercials are tailor-made for each 
program, but always oriented to in- 
stitutional-type advertising and a soft 
sell. 


Hard to Measure 


Can Lincoln Savings determine 
whether or not there has been an in- 
crease in depositor business as a re- 
sult of its sponsorship of the specials? 
Mr. Foulger says that they really 
didn’t expect to be able to measure 
the response immediately in dollars 
and cents. The company sponsors the 
family series, Life With Father, on 
KTTV as a means of keeping itself in 
front of the Southern California tv 
audience throughout the year, he 
explained. 

The KNXT programs, on the other 
hand, are intended to stimulate 
interest during the reinvestment 
periods, but officials of Lincoln Sav- 
ings will watch the growth of the 
company during 1961 and hope to 
find that it has had “unusual growth 
which can be attributed at least par- 
tially to the job television has done 
for us.” 

The emphasis in Lincoln Savings’ 
advertising has been shifting away 
from newspapers, which were the 
Now, says Mr. 
Foulger, a “representative portion of 


dominant medium. 


our annual budget is spent in tele- 
vision, outdoor, maga- 
zines.” Television is coming in for 


radio and 


more of their advertising, in par- 
ticular such as the KNXT 
dramas which will reach the selective 
viewers who might be missed with 


shows 


another type of programming. Speak- 
ing of the specials, Mr. Wood sub- 
mitted that they “tend to fill out their 
[Lincoln Savings] media portfolio.” 

As to future television plans of the 
association, they definitely include 
the remainder of the series. So far 
KNXT has not settled on specific plays 
for the three remaining programs. 
They will not necessarily be classics, 
although these have proved success- 
ful, but they will again be picked on 
literary merit rather than on the 
basis of crowd-pleasing alone. 
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In the picture 


The appointment of Edward W. Murtfeldt as executive vice president of Benton 
& Bowles, Inc., has been announced by William R. Hesse, president of the agency. Mr. 
Murtfeldt, who started his advertising career as a messenger boy in 1929, has been with 
B&B since 1947. He became a vice president in 1951, was elected to the board of directors 
in 57 and was named senior vice president the following year. Born in Newburgh, N. Y.., 
Mr. Murtfeldt graduated from Wesleyan University in 1928 and after four years with Lord 
& Thomas (now Foote, Cone & Belding) and Young & Rubicam he entered Columbia 
Graduate School, where he earned a master’s degree in English literature. He then became 
an editorial writer at the Columbia University Press and subsequently spent three years on 
Popular Science magazine and seven years in the General Foods advertising department. 





Gene Grayson (1.), Alan Hahn (c.) 


Joseph Sacco (r.), all creative supervisors at Ted 
Bates & Co., Inc., have been elected vice presidents 
of the agency. Mr. Grayson joined Bates in 1955 
after a five-year association with Grey Advertising. 
Mr. Hahn, who came to Bates in 1959, was formerly 
a group head at McCann-Erickson and before that a 
copy chief at the Joseph Katz Co. Mr. Sacco, prior 
to going with Bates in 1958, was a copy supervisor 


at the William Esty Co. 





LeRoy A. Emmerich, broadcast production manager, has been elected a vice presi- 
dent of Geyer, Morey, Madden & Ballard, Inc. Mr. Emmerich has been in his present post 
since 1956. At the time he joined the agency in 1953 to supervise production of live tele- 
vision shows he was an independent producer, with GMM&B as one of his clients. His 
broadcasting background goes back to undergraduate days at the University of Wisconsin, 
where he was orchestra leader, master of ceremonies and announcer for the university’s 
station WHA. Joining the National Broadcasting Company’s international division in 1941, 
Mr. Emmerich was a writer, commentator and producer until leaving to serve as an Army 
Air Force B-17 pilot. After the war he returned to NBC, then moved to waat Newark, N. 
J., as a disc jockey, and subsequently to wKoX Framingham, Mass., as program manager. 





Jack Cantwell (|.), Douglas J. Coyle (c.) 
and Herbert A. Vitriol (r.) have become senior 
vice presidents at Sullivan, Stauffer, Colwell & 
Bayles, Inc., it has been announced by Alfred J. 
Seaman, president of the agency. The three men, 
along with Barrett Welch, also elevated to senior 
vice president, are part of the top-level account 
management group reporting to Mr. Seaman. Also 
at SSC&B, tv producer John Cole and account super- 
visor Donald Moone have become vice presidents. 








Kenneth E. Runyon. vice president and marketing director of Gardner Advertising 
Co., has been elected to the St. Louis agency’s board of directors, it has been announced 
by Charles E. Claggett, president and board chairman. Mr. Runyon, a former instructor in 
psychology at the University of Kansas, began his association with Gardner in 1950 as a 
space buyer in the media department. He became research director in 1952 and four years 
years later was named to his present position. Mr. Runyon holds the degrees of bachelor of 
arts and master of arts from the University of Kansas, where he majored in the subject 
which he subsequently taught. During World War II he served overseas with the Army 
Air Force and later was a member of the naval reserve. He is a member of the American 
Marketing Association, the Missouri Psychological Association and Sigma Xi. 













WITHIN A STONE’S THROW 
OF COMMUNICATIONS ROW! 


One of New York's 
most desirable locations 


MADISON AVENUE 
AT 52nd STREET 





A Bigger and Better 


HOTEL 
Just steps from anywhere... 
now with 500 individually deco- 


rated rooms and suites — and 
completely air conditioned. 





The magnificent new 


BARBERRY 


17 E. 52 St. 
Your rendezvous for dining 
deliberately and well... 
open every day of the week 
for luncheon, cocktails, 
dinner, supper. 


PLAZA 3-5800 ¢ TWX: NY 1-138 
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We are indebted to G. D. (Dave) 
Gudebrod, manager of film produc- 
tion at N. W. Ayer & Son, Inc., for 
the following glossary of motion-pic- 
ture and advertising-agency terms. 

ACCOUNT EXECUTIVE: Man 
can’t say “yes” and make it stick. 

BLOOP: Somebody goofed! 


Ww ho 


BOLDFACE: Something to wear 
after you goof. 
CASTING SESSION: Ten men trying 


to agree on one woman. 

copy TEST: “My wife says...” 

DOLLY (IN OR OUT): “Get that 
dame on (or off) the set!” 

FADE: Scram! 

Focus: Friends, relatives, as in 
“Old Focus at Home.” 

Goop TASTE: What art directors 
always have. 

LAB: Place where you send film to 
have scratches put in. 

LOCATION: Where you go to wait 
for good weather. 

MATTE: A thing with “welcome” 
on it. 

MEDIUM SHOT: Half a jigger. 

MIXER: Hail-fellow-well-met. 

NOTCH: Expression of agreement, 
as in “Why, notch.” 

POSITIVE: Copy department’s ideas 
about anything. 

RAW STOCK: Special film for stag 
movies. 

REVERSAL: “The client changed his 
mind!” 


ROUGH cUT: When the client 
ignores you. 
SCENE: Something the director 


creates when contradicted. 

scrim: Movie talk, as in “if you 
don’t get it right this time, Ill 
scrim!” 

SANS-SERIF: Western movie with no 
hero. 

seT: What the production manager 
does during shooting. 

SLOW MOTION: A crew at 5:20- 
about to go on overtime. 

TELEPROMPTER: Sanctuary for slow 
studies. 

UNMODULATED: Voice tone of art 
director at a meeting. 


VOICE OVER: The only guy who can 


THE LIGHTER SIDE In camera 




































be heard in a meeting when every- 
body disagrees with everybody else. 


* * * 


Overheard at the NAB convention: 
a midwest station manager to Jack 
Gould of the New York Times: “You 
on the business or editorial side of 
things?” 

* * * 

Also 
(at the Katz suite) immediately fol- 
FCC chief Minow’s speech: 
station manager after he was offered 
a drink: “Yeah, I'll have one. You 
got any hemlock?” 


overheard at the convention 


lowing 


* * * 


An enterprising typographer on 
the New York Times caused a para- 
graph of the address to the NAB by 
chairman Minow to read as follows: 

“I understand many people feel in 
the past licenses were often renewed 
pro forma. I say to you now; re- 
newal will not be pro forma in the 
future. There is nothing permanent 
or scared about a broadcast license.” 

But how about the licensee? 


* * * 


A “bulletin” from the American 
Research Bureau: 

“An irregularity has been discov- 
ered in the field interviewing in the 
March ARB for Minneapolis-St. Paul 
in which one of the ARB field inter- 
viewers made reference to a news pro- 
gram on one of the Minneapolis-St. 
Paul stations during several of her 
diary-supervision calls. 

“ARB does not know what, if any, 
effect this may have had on audience 
data printed in this March Report.” 

If YOU know, please, please tell 
somebody at once! 


* * * 


From our continuing series of non- 
partisan Editor & Publisher head- 
lines (this one on an agency study 
of viewing habits): “Bloom Off Tv 
Rose, Agency Survey Finds.” 

Really? Poor Tv Rose—why, we 
knew the kid when she got started in 
the business just about 15 years ago. 

















NO MATTER 
HOW YOU 
FIGURE IT... 


by share of sets in 
use or by average 
homes reached...from 
6:00pm to midnight 





) 


Monday thru Friday, 
KSTP-TV,Channel 5, 
reaches more homes 
than any other station 
in the twin cities.’ 


MINNEAPOLIS - ST. PAUL 
100,000 WATTS - NBC 











AWARD.- 
WINNING 


) ae PAs 

Y C ARS +» That’s 12 years out of 12, friends, 
and no station runs up a record like this by luck or accident. * KFMB-TV is proud of these awards, 
because they represent professional recognition from some very tough judges—our own business 
colleagues. * But we’re especially proud of the station’s reputation with the severest of all critics= 
local audiences. They don’t vote on awards. But somehow they always line up quietly, in great 
numbers, behind the news programs that have real depth and imagination. * That’s the only kind 
of news we have on KFMB-TV... and that’s where you'll find the San Diego audiences. * KFMB-TV 
news is gathered, analyzed, written, edited and presented by the most respected staff of television 
journalists in the West. They have earned this respect, by putting honest substance and integrity 
into every news program that goes on the air. *« Ask your Petry man for all the facts. 


KFMB-TV-8 © SAN DIEGO CALIFORNIA 


SYMBOL OF SERVICE 


WROC-FM, WROC-TV, Rochester, N. Y. * KERO-TV, Bakersfield, Calif. sinschiiidmiadis 

WGR-FM, WGR-AM, WGR-TV, Buffalo, N. Y. *« KFMB-AM, KFMB-FM, 

KFMB-TV, San Diego, Calif. » WNEP-TV, Scranton—Wilkes-Barre, Penn. Ses 
WDAF-TV, WDAF-AM,. Kansas City, Mo. The Original Station Representative 


TRANSCONTINENT TELEVISION CORP. * 380 MADISON AVE., N.Y. 17 














